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TRIM ON THE FOOT 


There is incomparable style and smartness 
to toes fashioned by Celastic. . . . There is 
comfort, too — because Celastic prevents 
wrinkled toe linings by fusing doubler, 
lining and box toe into one unit. 
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THE QUALITY 
BOX TOE 


TRUE TO THE LAST 


There is pair perfection in Celastic . . . 
because it conforms exactly to the toe-lines 
of each pair of lasts.... By maintaining 
its lasted contour, Celastic preserves the 


design of the maker in each Matched Pair. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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LET’S not parade our tolerances 
and embarrass good American citi- 
zens by whisperings of Fifth Col- 
umn activities—just because their 
race happens to be Germanic. In 
our town the situation got so intol- 
erable that the baker, an American 
citizen of German birth, had to put 
a sign in his window. He made it 
big enough—4 by 10 feet, reading: 

“I have been accused of Fifth 
Column activities and of being pro- 
Nazi, and many other false stories 
have been circulated about me. I 
am a loyal American and believe in 
everything this country stands for. 














I have placed on deposit with the 
Great Neck Trust the sum of $500 
to be paid to the American Red 
Cross upon presentation of any evi- 
dence whatsoever to the contrary.” 

It’s a sorry state of affairs when 
in a land of freedom and democracy 
a citizen should be accused of hold- 
ing secret meetings in his shop and 
an issue is made on the basis of his 
place of birth. 


Our pet peeve over the years has 
been the continuance of foreign lan- 
guage newspapers. They may have 





their sentimental values, but they 
retard the development of the true 
Americanism—not only in the im- 
migrant generation but oftentimes 
in the second and third generation 
thereafter. 

May we repeat at this time a para- 
graph of the opening editorial page 
in the annual number of the Boot 
AND SHOE Recorper, December 23, 
1939: 


“We have room for but one language 
here and that is the English language, 
for we intend to see that the crucible 
turns our people out as Americans of 
American nationality and not as dwellers 
in a polyglot boarding house. And we 
have room for but one soul loyalty and 
that is a loyalty to the American people.” 
(Theodore Roosevelt.) 


* * * 


**K NOCK ON WOOD,” says R. 
H. Macy’s. “Something has sud- 
denly happened to heels! Cob- 
blers won’t know what to make of 
it but cabinet makers will. We've 


[7] 


put heels in solid mahogany. We've 
had them hand-carved in weird and 
wonderful new designs! Then 
stained in contrasting tones and 
given a varnished lustre!” 
* 7 om 

Ep) OROTHY SWENSON, advertis- 
ing manager of Abraham & Strauss, 
Inc., Brooklyn, N. Y., says: 

“The trends in the store promo- 
tion field at the present time in- 
clude: (1) A trend toward buying 
by specification when _ retailers 
place orders. (2) A greater delin- 
eation of the facts in advertising as 


NEVER MIND "wHE samPces {—/'LL 
p. TELL YOu rn 





ithe result of Federal Trade Com- 
mission Rulings, particularly as re- 
lating to content, shrinkage and 
‘cosmetic boosting.’ (3) A deviation 
from the tradition that the typogra- 
phy of the store’s ads is sacred, 
with some stores making up freshly 
designed ads each day. (4) Use of 
the ‘fashion manager’ to promote 
the sale of ‘dovetail wardrobes.’ (5) 
Employment of colorful personali- 
ties in the store organization—re- 





[8] 


quired by competitive pressure. (6) 
Correction of advertising on the 
typewritten copy, inasmuch as heav- 
ier costs make correction of proofs 
too costly. (7) Intelligent consumer 
cooperation, often through regular 
consultation with customer groups. 
(9) Uncovering of facts regarding 
buying habits and trends outside of 
the store as well as within, through 
public polls, etc. (10) Increases in 
popularity of attractions within the 
store—with men’s fashion shows, as 
a case in point, now proving as pop- 
ular as those for women. (11) In- 
creased promotion of credit—since 
credit is fashion today. (12) A 
merging of the functions of art and 
display director to give promotion 
a more unified approach. (13) 
Greater selection in the use of the 
store’s promotional arms with a 
realization that newspaper advertis- 
ing is too costly to be used for all 


THOMAS F. CONROY in the Sun- 
day New York Times said: 

“At present, little more than ten 
months after the start of the present 
conflict, the National Defense Com- 
mission is already at work. Re- 
tailers believe that this speeding up 
of the economic processes, paral- 
leling the military blitzkrieg, will 
have a most important bearing on 
the adjustments to be made and on 
the possible length of the conflict 
and its repercussions here. As is 
already developing now, the War 
Industries Board in 1917 set up 
priorities for raw materials, fin- 
ished goods, fuels and manpower 
for national defense industries. Dis- 
tribution was not classed in the 
essential category. Steps were taken 
to shorten store hours, although this 
was local; deliveries were reduced 
to one a day, few exemptions were 
granted to retail personnel, labor 
grew scarcer and stores made wage 
inducements to women who were 
being drawn into war work. 
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AN INVITATION 


—We invite all our friends in the 
Shoe, Leather and Allied Indus- 
tries, when in New York City, to 
visit the Boot and Shoe Recorder's 
new Executive Headquarters at 
100 East 42nd Street. 

—This location, in the Pershing 
Square Building, is situated oppo- 
site the Hotel Commodore and 
diagonally across from the Grand 
Central Station. 

—Our friends are invited to avail 
themselves of the greater con- 
venience afforded by our new ad- 
dress. 


SU Tien 


President 





“At present, retailers are prepar- 
ing a policy governing arrange- 
ments for employees who are Na- 
tional Guard members. They are 


slowly shaping other personnel 


plans.” 

7 * * 
THE Cinderella Editor of the 
Philadelphia Record wrote: 

“World famous authorities on art 
and beauty selected the World’s 
Fair Cinderella in the Glass Center 
of the Fair on June 27. No doubt 
that she clearly merits her title as a 
beauty remained, when the crown 
was placed on her lovely head and 
the coronation robe draped on her 
beautiful shoulders. For she was 
judged by men of international rep- 
utation, chosen by the Glass Center, 
to select the final winner of the na- 
tional Cinderella Contest. 

“The board of judges comprised: 
Dean Cornwall—noted mural paint- 
er, whose murals are known 
throughout the country. McClelland 
Barclay—noted for his paintings of 
gorgeous women; his magazine 
cover girls are among some of the 
most famous portraits of today. 
Arthur D. Anderson, editor of Boot 


AND SHOE RECORDER and an au- 
thority on perfect foot proportions. 
Alfred Cheney Johnston, famous 
photographer who first won world 
notice as the photographer who 
glorified by camera all of the beau- 
tiful Ziegfield Follies girls and 
George H. Morris, editor of Film 
Daily. 

“All girls between the ages of 18 
and 25 years were eligible to com- 
pete. But they had to be lovely to 
look at and have beautiful feet. Shoe 
sizes ranged between four and six 
and the width no wider than B.” 

(The name of the winner had not 
been announced at the time we went 
to press—but we'll publish it in a 


_ subsequent issue.) 


. * a 


eB ACK H. IAHN, JR., who is a 
partner with G. Calder Bennett 
in the Bennett-lahn Shoe Store, 
Redlands, Calif., says: 





“Pennies and dollars don’t come 
from heaven. They come only as a 
result of hard work, intelligent plan- 
ning and willing, cooperative mer- 
chandising effort. The condition of 
our retail businesses today is largely 
what we make it. We may open our 
doors and sit down with our feet on 
the desk and hope to see an occa- 
sional customer, but if we wish to 
maintain a steady flow of profit- 
making customer traffic, it is up to 


us to START it!” 


. . * 


HE ATS off to the Hat Styles Coun- 
cil for having the courage to pro- 
mote and present a style show for 
men. And a salute to Raymond 
Twyeffort, most courageous cloth- 
ing authority in the country, for 
staging the show in the Rockefeller 
Center Sunken Garden—an outdoor 
spectacle not only for the guests but 
for the public that crowned the gar- 
den (a dozen deep). 

There is much to be said for the 
men’s hat industry having a com- 
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mon touch with the men’s shoe in- 
dustry. A man’s hat is a very im- 
portant frame to his face. If he 
would only pick his hats as care- 
fully as a woman does her hair-do 
and head adornment, he would be 
a more distinctive-looking Ameri- 
can. Our advice to a young man is 
“Buy good hats and good shoes. 
They are the obvious symbols of a 
well-dressed man.” 

The show started off with the new 
brown cocoanut straw hats, then the 
opening Fall lightweight between- 
season felts; and wound up with the 
blue Homburg and blue felt Top- 
per... and for a final splash . . . 
with a grey Topper. 

Hot stuff in the hat industry! 








Hi, |. PHILLIPS in the editorial 
column “The Sun Dial” in The Sun, 
recently said: 

“Things America Needs as Much 
as 50,000 Planes: ‘A return to intel- 
ligence, logic and clear thinking as 
opposed to cleverness, expediency 
and snap judgments.’ 

“*An end of namby-pambyism 
when face to face with any hard 
task, difficult decision or problem 
more difficult than lining up a four- 
foot putt.’ 

“*An immediate scrapping of the 
notion, when facing an uphill haul, 
that there are only two things to do: 
(1) sit down and wait for a lift; 
(2) demand that Washington ap- 
propriate money to cut away the 
hill.’ 

“*The courage to look any Fifth 
Columnist in his TWO faces and 
take a poke at both.’ 

“‘An immediate realization of 
the fact that the American bird is 
an eagle and not an ostrich or a 
cuckoo.’ ” 

7 * * 
Mi. MURRAY VERNIK of Phila- 
delphia, who prepares the DIAL 
SHOE STORE ads, says: 

“There are many shoe retailers 
throughout the country, operating 


from one to five units, who fully 
appreciate the value of consistent 
advertising in metropolitan dailies, 
but who are not enjoying the bene- 
fits of such a program because they 
don’t believe they can do a real 
job with a limited budget. 

“We have been successful with 
small-space advertising in a big 
city like Philadelphia, where fat 
dailies, representing huge competi- 
tion for the attention of readers, 
are the rule . . . where the best 
efforts of huge shoe chains, with 
gilded appropriations, shine out 
consistently from the pages of the 
local papers . . . where an agate 
line sells for a king’s ransom, so 
that small-space really means small- 
space (75 lines over two columns 
in the Evening Bulletin, for in- 
stance, costs about $65.00). 

“And yet the Dial Shoe Company 
has been doing an eminently re- 
sultful job in the local dailies. They 
have been running once a week in 
the Evening Bulletin exclusively, a 
paper which blankets the town. By 
dint of much coaxing, pleading, 
begging and threatening, they have 
succeeded in securing excellent po- 
sition from that newspaper . . . 
every ad has enjoyed ‘spotlight’ 
position, and the greater majority 





of them have appeared above fold 
on Page 3. By using beautifully 
retouched photographs, Dial has 
been able to show off its merchan- 
dise to wonderful advantage.” 


* 2 7 


EARL WHITE, designer for 
Daetsch and Woodward, Inc., of 
Brooklyn, New York, is a sculptor 
of parts, artist in oils, carver of 
woods; and to show what can be 
done, he fashioned in wood this 
little museum piece—each line per- 
fect in symmetry, each stitch 
punched into rhythmic place. And 
because modern art is concentration 
plus timing, he did it in two hours 
to prove the skill of the hand rivals 
the speed of the machine. 


CIN / 





As Free Lamport says: “You 
can’t make lasts with a lead pencil, 
nor design a shoe on a machine— 
but a skilled last man can fashion 
a masterpiece in the wood, to be re- 
produced by the turning lathe to 
give pleasure to millions. 


Sa 
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"Sure it's Poppa, but I'd hardly recognize him in that shape.” 





Shoe, Fabric and Fur Colors Have All 
Been Studied in the Styling of Fall 
Hosiery. Lighter. Softer Tones Dis- 
tinguish This Year's Colors from Last 
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HOSIERY COLORS 
Keyed To Fall Trends 


Virginia Vale, star of “Prairie Law,” 

wears one of the latest creations of 

Willys of Hollywood, a stocking dec- 

orated with hand-embossed flamingoes in 

pale golden and sweet pea shades. Photo- 

graph by courtesy of RKO Radio Pic- 
tures, Inc. 








we 


WITH short skirts still in the picture for Fall, stock- 
ing colors continue to play an important part in color 
coordination. Experts styling Fall colors for leading 
hosiery mills have had to consider three important 
articles of apparel this year—shoes, cloth coats and fur 
coats. This last is a new idea in color coordination for 
hosiery. Shoe people have talked it for some years, so 
the stocking angle is only logical. In this connection, 
grey furs, as well as brown from dark to golden, have 
been taken into consideration. 

As to fabrics, a wide range has been provided for in 
the new hosiery colors. Biack, of course, and some of 
the brighter, lighter tones are offered as the smartest 
accents for black. For dark brown there are warm 
beiges and light browns. One or two manufacturers 
suggest a really dark brown in a very sheer hose as a 
high style promotional idea. Green—in many versions 
but with special favor given to the olive and khaki 
greens—is slated to be a very important Fall fabric 
color. For these greens and the mustard golds—also 
expected to be very popular—golden hosiery tones have 
been provided. 


FFOR the greyed military blues, there are a number of 
good shades, fairly neutral with just a slight rosy tinge. 
The “tile” colors—rust and earth shades—and red, from 
a true scarlet to a purpley tone, have also been taken 
care of in hosiery colors which have a definite copper, 
rose or wine complexion. For the more conservative 
woman, a more neutral shade is suggested for wear 
with these costume colors. 

A whole family of neutral and greyed tones, including 
beige to cocoa tones, have their corresponding hosiery 
colors in neutral beiges, taupes and occasional greys. 
Close harmonizing of stockings with costumes is sug- 
gested as a new smart idea in view of the new narrow 
skirt silhouette. Since these skirts are short as well as 
narrow, one fashion expert considers that the “role 
of stockings is to merge unobtrusively into the long 
fluid lines of the straight and narrow silhouette.” The 
Textile Color Card Association, however, in its recent 
release of official Fall hosiery colors says: “approval 
continues to be registered nevertheless for smart con- 
trasting themes in millinery and accessories. . . . Pref- 
erence is still in the direction of light and medium 


hosiery shades and although several neutral beige ver- 
sions are included in this new collection, the predomi- 
nating note reflects animation and warmth.” 

List and description of the T.C.C.A. Fall hosiery 


colors are to be found in our June 22 issue. 


THE following colors, taken from leading hosiery 
manufacturers’ Fall lines, have been chosen as of special 
interest to shoe retailers: 

Archer “Wing Colors.” Firecrest, a delicate rosy 
rust. Oriole, a gold tone. 

Artcraft: (Names not released as yet.) Includes sev- 
eral important colors for furs as well as for all the lead- 
ing shoe colors. 

Berkshire “Band Wagon” Colors: Cola, a dark 
brown, of special fashion importance, not sent out to 
general trade but suggested for special promotion. Two 
other browns are suggested—Dark Horse for Toffee 
Tan and dark brown, also green and black; Ale, lighter 
than Dark Horse. Fawn is a versatile beige to wear 
with many colors; Plume, popular rosy copper for 
rusts, blue and black. Both are carry-overs. Drum 
is suggested as a good shade to wear with shoes with 
natural wood heels. 

Gotham: Several colors have been styled for fur 
tones—Fiesta for golden; Greystone for grey and 
Prairie for the new seal furs. 

Since the coat color is an important guide to select- 
ing the right shoe color in the Fall and Winter, stock- 
ings to blend with furs are important colors for the 
shoe merchant. Coco and Plantation, slated for volume 
husiness, are both good medium shades. Coco is of- 

[Turn To Pace 26, PLease] 




















STARLETS 
Set The Pace In Summer Styles 


BDOWN to the splashing sea in splashing colors, match- 
ing the bright sunshine and gay atmosphere of Southern 
California beaches went these young Hollywood stars. 

Each girl wore carefully chosen high fashion bathing 
and play clothes. From the top of her head to the tips 
of her more often toeless shoes, they were of great 
fashion interest to everyone at the beach clubs. 

Color played an important part in the costumes. 
Brilliant reds, blue and greens were noted. Pastels 
came in close second, with dominant pinks and washed 
blues combined with white bathing suits and capes. 

Nearly every girl on the beach wore some sort of 
platform shoe with a wedge heel. The wedge soles made 
a much more graceful picture and enabled the girls to 


Stripes and well-tailored slacks are two fashion 
rights this ry Lane of Universal 
Pictures completes her costume with smart 
Tweedie shoes with striped platform soles. 





Ship ahoy! for Connie Moore of Universal Pic- 

tures in her smart little polka dot bathing suit 

and jaunty terry cloth beach coat. Her novel 
beach shoes are from J. Mackey. 


walk more gracefully and comfortably than the “flatties” 
or extreme high heels of yesteryear. The added support 
of shoes of this character has given many women a 
better balance and carriage, we learned and observed. 

Lounging on the sand in the direct sun, the girls after 
a short period warded off too much burn by donning 
robes or capes and shoes which usually matched the 
costumes. Watching them walk around the pool before 
taking their dip, I was interested to see that the shoes 
were in sharp color contrast to their swimming suits. 
For example, a green suit was heightened by a pair of 
bright red shoes. This contrast is very good and should 
be of interest to many persons who would do the “usual” 
with matching accessories. 








For skipping rope, Rita Quigley (right) and 
Gloria de Haven, soon to make their screen 
debuts with Joan Crawford and Fredric 
March in Metro-Goldwyn-Mayer’s “Susan and 
God,” don play outfits by Marjorie Montgomery. 
Rita’s is white and red and her shoes, by United 
States Rubber Co., are all-~white. Gloria’s cos- 
tume is white and blue and her shoes with 
wedge heel are by Brown Shoe Co. 


Peggy Moran of Universal Pictures is very 
nautical in her smart sailor suit. Her rocker 
bottom shoes, ideal for beach wear, are by Swan. 





Hollywood's Younger Actresses Relax in the 


Sun in Colorful Sport Clothes and Footwear. 


by HARRY R. TERHUNE 


Smartly faded colors give a clean scrubbed look 

to the red and white striped rogue shirt and 

blue slacks in denim worn by Deanna Durbin, 

of Universal Picture, “It’s a Date.” Her gay 

little shoes of matching rough blue fabric with 
striped trim are Hi-Larkers. 








i% 1 'F you put in window dis- 

plays last week emphasiz- 
ing “Footwear for the 4th,” 
continue them this week al- 
though it might be well to re- 
arrange them a little to put 
selling emphasis on any num- 
bers that need it. There should 
be a feature display of your 
best selling price line in 
women's hose. 
















4 INDEPENDENCE DAY. 

The big holiday of the 
Summer season. Try and forget, 
for this one day, that you are 
in the shoe business! 


















x TIME to change all your 

window displays unless 
you are having a July Clear- 
ance, in which case the sale 
windows should remain in 
S place. If you are not having a 
sale, it would be advisable to 
get some “sale atmosphere" in 
your displays for this is the sale 
season. 

















ARE your plans pretty 
well decided for the Fall 
season? Are you going to add 
any new price lines or eliminate 
any of your present ones? Are 
your early orders placed? Are 
you going to make a trip to 
market soon? Now is the time 
to qive serious consideration to 
all of these things. 










Bad 


9 ARE you going to find it 

necessary to hold a July 
Clearance Sale? If so, it would 
be advisable to look up last 
year's records to see when com- 
petitors held their sales, so you 
can determine when to open 
your sale this year. Start your 
sale first if possible. 


5 YOUR first job this morn- 

ing is to put those “quick 
trims" in your windows for to- 
day and tomorrow's seliling. 
You should include whatever 
you advertise tonight for Satur- 
day selling. If you're starting 
your July Clearance tomorrow, 
then of course you will want to 
put in strong sale windows. 


YOU should have some- 

what of a sale atmosphere 
inside your store, too, even if 
you're not having a sale. With 
sales qoing on all around you, 
it will help your sales to create 
the impression that you have 
special values to offer as well 
as the stores that shout “sale!” 


1 TONIGHT'S newspaper 

ad should be a sale type 
of ad whether you are having 
a July Clearance or not. You 
have some good sales material 
in the close-outs your weekly 
stock check disclosed. Feature 
them in your ad and use enough 
space so your ad will get at- 
tention. 





3 BE sure and put in a po- 

triotic window before you 
go home tonight. Remove from 
your window displays any card: 
that refer to the 4th. You had 
better plan, too, for the new 
window trims that should go in 
Friday morning. These should 
be “quick” trims for the week 
end selling. 





6 THE Saturday following o 

holiday is quite apt to be 
a slow day. If you're not start- 
ing your July Clearance today, 
you undoubtedly advertised 
some good strong Saturday 
specials for today, and followed 
up the ad with good window 
display and featured showings 
of your specials on tables in- 
side the store. 


10 THIS is the day for your 
weekly check of stocks. 
Examine the results carefully 
and make a list of every num- 
ber that shows any indication 
of being a turn-killer. Put spe- 
cial prices on all these numbers 
so that you can use them for 
window leaders and Saturday 
specials during the month. 


13 DID you put your spe- 

cials for today in the 
window, with big attention get- 
ting display cards and with 
saley-looking price cards on 
every pair of shoes? Have you 
arranged a big display of 
women's silk hose on a table or 
counter, up front? It will get 
extra volume for you! 
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Calendar For JULY 


1 AT this season of the 

year, with very little that 
is new, about all you can do is 
to rearrange your window dis- 
plays frequently so they will al- 
ways look different nad interest- 
ing. Perhaps a window of men's 
shoes playing up the Summer 
weight idea would be timely 


1 WITH the sale season 

just about over, and with 
very little that is new to talk 
about, tonight's ad should be 
small and confined to an offer 
of some of the specials you 
have made up from your turn- 
killer list. Make it look like a 
sale ad, with big, black prices. 


94 MAKING your weekly 

check of stock should be 
a simple matter today with 
your stocks at a minimum. But 
don't pass it up! It is too easy 
to say, “I'll not make a check 
this week," and before you real- 
ize it, you will be making your 
check so irregularly it loses its 
value. 


99 BY this time you should 

have at least a few new 
things to play up in the win- 
dows as NEW. Make the most 
of them when you change your 
displays today. Folks are tired 
of sales, and Summer st les are 
an old story so anything marked 
— is bound to get atten- 

n. 


16 UNLESS you staged a 

July Clearance you 
probably have not used your 
mailing list this month. It would 
be advisable, however, to check 
it over carefully and get it in 
shape for the coming season. 
Unless this is done frequently, 
your list gets out-of-date and 
is expensive to use. 


90 IS every salesperson sug- 
gesting one other item 
to every customer he serves? 
This is particularly important 
during this “off” season when 
customers are fewer, for every 
dollar of extra sales really helps. 
For instance, today everybody 
could mention silk hose, or shoe 
cleaner. Try this and record the 


results. 


95 WHAT did you spend 
for advertising during 
the first six months? What per 
cent of your sales was it? Have 
you figured this out? If not, 
you should do so. Maybe you 
spent too much. More probably 
you did not spend enough! The 
information will help you plan 
more intelligently for Fall. 


30 A VERY good day to go 

over your plans for 
August and to give some 
thought to the entire Fall sea- 
son that is just ahead. Get out 
last year's records and map out 
a week-by-week program for 
the entire season basing it on 
last year's successes. 


17 MAKE your weekly check 

of stocks the first thing 
today. It should show your in- 
vestment down to the minimum. 
If it does not, you had better 
do something about it. How 
long since you have made a 
thorough check of your fixture 
room? Now is the time, before 
the new season begins. 


99 IF you have anything 
new, even one single 
item, get it in the window and 
play it up with cards reading 
“NEW,” or "ADVANCE FALL 
STYLE" or something of the 
sort. It will help add interest 
to your displays which other- 
wise will be pretty much the 
same as last week. 


96 IF you have anything 

new in stock, advertise it 
tonight for Saturday selling. If 
not, run a small ad featuring a 
few qood specials, or “Foot- 
wear for August Vacationists.” 
Nothing you advertise now will 
create a sensation so conserve 
your advertising dollars for 
later on when new styles arrive. 


31 A FITTING way to epd 

the month is with your 
weekly check of stocks. It is be- 
coming more important every 
week now as new merchandise 
arrives. If you've been con- 
templating any chanqes in your 
method of making the weekly 
check, now is the time for you 
to inaugurate them. 


1 ARE you going to make 

any structural changes 
in windows or interior? They 
should be made now, during 
your slow selling season. This 
is the time, too, to go over the 
building carefully and check 
for needed repairs that should 
be made before Fall. Has the 
heating plant been inspected? 


93 IF you have planned a 
market trip soon, why 
not arrange with the hotel 
where you intend to stay to 
supply you with sufficient hotel 
stationery so you can send a 
letter to your customer list from 
the market city? This always 
creates quite an impression on 
customers. 


97 PEP up your windows for 

today’s selling. Play up 
any specials you have to offer. 
Liven up your display tables in- 
side the door with some punchy 
new selling cards. Check up on 
vacations to see that everybody 
is back by late August before 
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a” ag This grass covered a = which is stood a 

rustic sign of white painted or weather stained 
— boards, can be used as a window piece or in the 
store. Either a cutout or model figure wearing a 
sports or casual costume can be used as fashion 


suggestion for shoes grouped in the foreground. 


by BR. E. ANDRUSS 


‘TO Avoid the Mid-Summer Let-Down in Sales 
and Profits, Put on More Promotion Pressure 
in July and August—Make Your Store Look 
Cool and Inviting, and Plan Interesting In- 
Store Displays to Attract Customers’ Attention 


to the New Summer and Vacation Footwear. 


No Mid-Summer Let-Up 


EF there’s no Mid-Summer let-up, there will be less Mid-Summer 
let-down. 

Naturally July and August contribute small percentages of the 
year’s volume. Obvious causes are weather and vacations. But 
only a small percentage of your local population is vacationing 
at any one time. If your store is open for business, it should look 
the part and not have a “please let us alone” appearance. If your 
store looks alert, it’s more likely to be busy. 

Even if you lack a cooling system, your store can look cool and 
inviting and interesting. And windows can be as intriguing as any 
other time in the year. Let the folks on vacation do the loafing, 
and those in the store keep busy. You'll find that the customers 
who come in respond to an atmosphere of activity and alertness 
and are easier to sell. 

Another tip: Plenty of interesting in-store displays, tying up 
shoes with use, will lead to extra sales. Time that might otherwise 
be spent dreaming can be used profitably to plan and install these 
smart selling helps. For example: 


Small shelves are attached to this simulated 

glass-and-straw background for single shoe 
displays. Foam at top can be made of cotton 
or spun glass. 
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“Crisp white makes you look cool no matter how hot 
the day.” Set white shoes on a piece of glass ice in a 
bank of artificial snow backed by a few pine branches. 

“White gives you that just-out-of-the-bandbox air.” 
Cover a hat box with cool blue paper, place edge on 
the cover, and set shoes with a magazine clipping show- 
ing a girl in white. 

“Right with print.” White and colored shoes in solid 
colors shown with swatches of the best selling prints for 
your community. 

“White for beach, for evening, for tennis, for ‘spec- 
tating.” ” Groups of shoes to wear with white for these 
various occasions. 


BONWIT TELLER, New York, recently featured “Flat 
white on-foot series for Summer” for town-trotting and 
travel exploring, perforated and open, showing six styles 
with low walking heels. 

“Outdoor shoes that make you feel as you should— 
peppy, glorious, free as the wind” is adapted from 
McCreery’s ad. “Good for a month of Sundays.” They 
also have “beach shoes to flatter your feet—light-weight, 
comfortable, gay and fresh.” 

“Accent for cool, flashing-bright cottons.” This is an- 
other angle on proper shoes for Summer fabrics, done 
with swatches. 

Macy’s recently gave ad-space to the woman who 
walked from Philadelphia to Dansville, N. Y.; on the 
highways, in 15 days, wearing their Rugby shoes, alter- 
nating two pairs, for the whole 287 miles. 

As August comes on feature, “Cool shoes to wear with 
your dark sheers.” Can be shown earlier, of course, if 
you prefer. 


A panel of weathered planks with a blue and white 
striped awning as a top border stand before a white back- 
ground with blue cutout waves. Rope stretched between 
old posts and sand-covered floor lend the atmosphere 
for this seashore display. 
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Figure cutouts or dolls are placed in this large frying pan 

made of a metal strip around a circular cutout, make a 

suggestive interior or window piece for Summer shoe 
promotion. 


With the doors open, why not use a little alluring 
music played softly on a phonograph? McCreery’s 
gorgeous new window set-up has it, played just loud 
enough to be heard by those looking at the displays. 
Perhaps you can have a concealed P.A. system rigged 


up. 


©6988 LLAX in country shoes that are roomy, rugged and 
care-free. Don’t let the pressure of business life carry 
over into your week-ends and leisure hours,” John Ward 


tells men. 
Why not promote your sports shoes in “Summer 
Sportsway” by building an arched display area with 
[ TURN TO PAGE 31, PLEASE | 
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OUTLOON 


Is This War Defense or Another Social Experiment? 


CUT out the jitters and, above all, don’t get an inferi- 
ority complex on either the system of democracy or your 
native land—America. Let’s stop building up the legend 
of the super-power of Germany and its machine of war, 
as well as its economic machinery—remember Franken- 
stein. 

There is a tremendous strength to the American prin- 
ciple of life—its business and resources. We can build 
more and better—and if you think the thing through, 
we can wage an economic war in this hemisphere that 
will have Germany gasping for breath. But we’re not 
going to do it by imitating the German method. Dr. 
Harry Emerson Fosdick of the Riverside Church in New 
York, said a Sunday ago: “What happens in the military 
realm, happens also in the realm of ideas. Almost in- 
evitably we tend to fight regimentation with regimenta- 
tion, denial of minority rights with denial of minority 
rights, nationalistic gods with a nationalistic God.” 

We'll find an American way of doing things and we 
will find it quickly because we are aroused to the needs 
of the moment—but we must not create an era of waste 
through haste. 

We happened to be talking with some operators in 
men’s shoes who were fearful of the contemplated plans 
for compulsory government service, enlisting young men 
and young women into a permanent trained reserve for 
the defense of the United States. Well, it’s far too early 
to have any such conscription-plan affect your Fall busi- 
ness of selling shoes to young America. 

All sorts of rumors are flying around—from the idea 
of one congressman to develop an American School 
Army, beginning training at 15—to one idea to put 
everybody from 18 to 65 under military rule. 

Come what may, and the President may soon make a 
suggestion to Congress, we are not going to have 
any feverish training plan like the war draft of 1917— 
and even then, if you will remember—there was at least 
a six months lag between signing the bill and actually 
putting the first group of boys into the cantonments. It 
takes time to get the machinery ready and any system 
that gives us universal government service for every 
American, no matter what may be his station in life, 
cannot be put into operation in a season, much less a 
year. 

Furthermore, this idea of compulsory government 
service for all young men and young women to aid na- 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


tional defense bogs down when you realize that according 
to the last census, gathered ten years ago, we had eleven 
million in the age group of 15 to 19 and ten million 
between 20 and 24. It’s about 9 per cent more than that 
now. Between the ages of 16 and 65 there are 40,000,- 
000 persons. Give us a tough army of 1,000,000 
sergeant-mechanics fit for the new warfare and let the 
rest of us work to pay the costs. 

So don’t get jittery over the stock you have or the 
shoes you are going to buy for young people. They are 
going to be customers right along. The boys may want 
a little broader shoes but remember, they’re still in the 
strutting ages. And as long as girls are feminine and in 
the attractive ages, they will go to style. (Don’t take too 
seriously this mobilization of women. It’s one of those 
youth movement fantasies that will be gone with the 
wind when the mothers in America walk the way to the 
ballot box next November.) /s this war defense we are 
planning or some great social experiment? 

The reason we mention all these things is that in this 
jittery period we are in we heard comment on the topic 
linked up with the subject of buying Fall shoes. If you 
expect to be in business next September, there is cer- 
tainly enough to think about in the right shoes for the 
right wear at the right price, without mid-Summer night- 
mares on war talk of our own making. 

Actually there are a lot of merchants who are going 
to be short of salable shoes this coming Fall just as they 
were short on whites when the blast of heat hit the first 
weeks of June. 

The more work in the land, the more wages and it 
translates itself into shoes or something else. 

I don’t know what there is about a shoe store. Maybe 
it’s the fact that you sit down and take the weight off 
your feet. Maybe its because shoe men are prone to be 
gabby, but most shoe stores are the darndest forums for 
useless conversation — in all retailing; no other stores 
are so afflicted. 

Remember, also, we have a political season to go 
through—the election of a President—and politicians 
are prone to listen to the whistle of the ballots as they 
drop into the box. 
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UNISHANK 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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A Boot and Shoe Recorder Department 





Shoes on Time 


We recently received a letter from 
a New Jersey shoe store requesting 
credit information as follows: 

“We contemplate extending our 
credit facilities to our customers by 
establishing a budget plan as it is now 
extensively used, to operate a 30-60-90 
day payment plan.” 

We know that this modern shoe 
budget plan is in operation in Geut- 
ing’s in Philadelphia, Hahn’s in Wash- 
ington, and we hasten to quote how 
the extended charge account works at 
I. Miller’s. 

Any woman who has a minimum 
weekly income of $20 may apply for 
an account. “When you make a pur- 
chase, it is divided into three equal 
payments. The first payment is due 
the tenth of the month following your 
purchase, and the other two payments 
on the two successive months. 

“If payments are made on time, it 
is not necessary that your purchases 
be paid in full before buying again.” 

The following sample chart of an 
I. Miller charge account shows how 
easy it is to buy good shoes on easy 


payments: 
* * #* 


by JOHN F. W. ANDERSON 


Shoes at Play 


Hahne’s, Newark, New Jersey, de- 
partment store, believe’s that the way 
to sell play shoes is to display them 
against the background in which they 
will be used. Accordingly, they have 
built a green plush display around the 
center posts of the shoe department. 
The latest in play shoes are mounted 
on the vertical displays and indirect 
illumination from the sides, draws the 
eye. 

* * * 


More on Play Shoes 


Swing into play is the title of the 
window display of the Enna Jettick 
shoe store, Broad Street, Newark, New 
Jersey. Attractive play swings, sus- 
pended from the ceiling by heavy 
white cords, are used as a platform to 
display the latest in the field of leisure 
footwear for women. 

* * * 


For Mutual Profit 


Display tie-ups with several of the 
city’s finest exclusive dress shops has 
brought excellent results for the wo- 
men’s shoe department of Broadhurst 
Shoes, Inc., Denver, Colorado. Since 
these dress shops attract some of the 





"Example of Extended Charge Account 





Portion Due Each Month 





SEPT. 10 OCT. 10 





5.00 





3.00 





6.00 














JULY 10 
5.00 
































finest trade in Denver, and since none 
of them have shoe departments, buyer 
Jack Goater of Broadhurst saw an op- 
portunity in their set-up for some valu- 
able free publicity. 

Approaching proprietors of the ap- 
parel stores, he found them very much 
interested in the opportunity to gain 
access to a complete women’s shoe 
stock for use in display work. As a 
result, three of these stores are now 
showing Broadhurst shoes on all their 
mannequins and in various interior 
displays designed to show the appear- 
ance of dress worn with proper acces- 
sories. The Broadhurst store is cred- 
ited for the loan of the shoes in win- 
dow and interior display cards. 

Mr. Goater personally contacts 
heads of the apparel shops once a 
week learning their shoe needs for 
planned displays and has the neces- 
sary assortments delivered to the 
shops. When additional shoes are 
needed between times for special dis- 
plays, the apparel shops send a mes- 
senger to Broadhurst’s te pick them 
up. ° 
“We've been really amazed at the 
results of this plan,” says Mr. Goater. 
“Numerous women who have bought 
dresses from these shops have come 
in immediately afterward to buy the 
proper shoes to match the costume.” 


* + 


Trends Noticed in Recent 
Newspaper Ads 


Factual copy—actual truths, brief 
descriptions, clearly visible prices. 

Distinctive type—to create a store 
character and ad personality. 

Coordinated arrangement—as shoes 
placed in an arc to carry the eye 
naturally from one shoe to the next— 
also emphasized by successive sizing 
of the shoes from small to large mag- 
nitude or vice versa. 

Irregular shaped ads to attract at- 
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BEST IDEA OF THE WEEK 
VOLUNTARY COOPERATION USUALLY FAILS 
(Adler Shoe Stores, New York City) 


Mr. Arthur Adler—“I read your BEST IDEA OF 
THE WEEK in the Boor anp SHoe Recorper several 
weeks ago on ways and means to curb the returned 
goods problem and I would like to offer my opinion.” 


O. P. Ideator—*“Suggestions on how to satisfy cus- 
tomers without loss to the store are much more valu- 
able when they come from active members of the shoe 
trade, from men who are having experience with this 
problem every day. Do you think returns on shoes can 
be checked by the leading stores of a community 
getting together and drawing up rules as to the condi- 
tions under which shoes can be returned?” 


Mr. Adler—“No, I don’t think so because I don’t 
think you can keep all members in line. If the situ- 
ation in a city gets pretty bad, it is easy to get the 
leading buyers together and set down a group of stand- 
ards giving conditions and time limits under which 
shoes can be returned, but I don’t think they would 
adhere to them very long. Some shoe man would soon 
decide that he is smarter than all the rest and decide 
to treat his customers the way he wants. If one store 
becomes more liberal, the others have to follow suit 
or lose money. No, I don’t think a voluntary united 
front will work.” 


O. P. Ideator—“Have you any suggestions to offer 
as to a policy that you think will work. For it’s certain 
that in many cities it’s imperative that something be 
done. A shoe store loses money when worn shoes are 
returned, even if they sell the customer an extra pair 


in return.” 


Mr. Adler—“My suggestion is legislative action. 
Some type of sanitary law which says to the effect that 
once a shoe has been worn it cannot be returned to the 
store for any reason whatsoever. This type of legis- 
lation is used in certain other merchandising fields and 
I don’t see why it wouldn’t work to the advantage of 
the shoe industry.” 


O. P. Ideator—“Don’t you think that this would 
make the public very cautious in buying shoes?” 


Mr. Adler—“It might cut down total business trans- 
acted if you want to measure amount of business to 
include shoes sold and shoes returned. But I don’t 
see how it can affect actual completed sales. Legiti- 
mate customer’s aren’t going to curtail their shoe 
purchases because they can’t return them, rather when 
they buy them they are going to be doubly careful to 
see that the shoes are just what they want and that 
they fit properly. And it would sure save salesmen a 
lot of trouble by eliminating the customer who buys a 
pair of shoes one day and returns them the next for 
any of a thousand reasons. And yet if a good cus- 
tomer has an honest complaint in regard to fit or qual- 
ity of the merchandise, I know that stores are still 
going to offer satisfactory adjustment in the interests 
of good business even though the store can’t resell the 
shoes. But the days of the chronic complainer will be 
over and maybe we can make some final sales for a 
change.” 








tention—as a five column ad on an 
eight column page to take advantage 
of reader interest on an important 
news item on the same page. 

A touch of humor—its novelty at- 
tracts attention, but dangerous if 
overworked. 

* * * 


“Good-looking Summer shoes to 
keep you cool and comfy.” 
(Marshall Field & Co., Chicago) 


* + 


The Customer Is Right 


The following sign in a Long 
Island, New York, shoe store is sig- 
nificant of a consumer demand that 
they have a right, today, in buying 
good shoes, to expect good fitting and 
good service: 


MANHASSET BOOTERY 


is Staffed by 

Highly Trained 

Shoe Fitters 

We Accept 

The Responsibility 
of Fitting 

Your Children’s Feet 
Correctly 





The story that never, never dies— 
Cinderella pumps in a modern ver- 
sion. 


For Greater Efficiency 


A sound absorbing ceiling, recently 
installed, has proven a wonderful as- 
set for the Cox Brothers Shoe Store, 
Colorado Springs, Colo., according to 
store officials. In addition to present- 
ing a very attractive appearance, the 
new ceiling serves the dual purpose of 
placing customers more at their ease 
during busy times and of easing nerv- 
ous strain of the salespeople. 

On any rush day, this Colorado 
store, like many another shoe store, 
used to be a very noisy place. Today, 
even though fairly crowded, it is amaz- 
ingly quiet. Salesmen and customers 
never have any difficulty in hearing 
each other. And the very elimination 
of excessive noise tends to help 
salesmen and to make customers more 
easily sold. Although it wasn’t real- 
ized before the sound-absorbent ceil- 
ing was installed, apparently noise 
took a decided toll of nervous energy. 


* * 


“Wearing colorful wedge sandals is 
like WALKING ON CLOUDS.” 
(The Guarantee, San Antonio, Tex.) 
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MISS JEAN LASSMAN 


W. G. Simmons Corp., Hartford, 
Conn., S d Nati i Grand Prize 
Winner. 





JOSEPH T. MANNING 

M. J. Meagher & Co., Frankfort, 
Ky., Winner of the Third National 
Grand Prize. 


J. M. McDOWELL 


Gano-Downs Company, Denver, 
Colo., Winner of the First National 
Grand Prize. 














KID GROUP ANNOUNCES CONTEST WINNERS 





[THREE National Grand Prizes and Numerous Regional Prizes 
Awarded for Best Letters Submitted by Shoe Salesmen on “Why 
I Like to Sell Kidskin Shoes.” 















THE Contest Committee of the Kid Group of the Tan- 
ners Council of America has announced the names of SOCE 




























the three national grand prize winners and fifteen ened mnt in tank’ te 
regional prize winners for the retail shoe salesmen’s 
ea ay “Why I Like to Sell Kidskin Shoes,” as fol- fH MeDowell..vvs PRIZE 
lows: for the meril in his loller on 
National Grand prize winners—J. M. McDowell, of ‘ieiaiad ty creas ii ‘tiie elie! Lies 
the Gano-Downs Company of Denver, Colo., winner of ES 
the first prize of $500; Miss Jean Lassman, of the W. G. YD 
Simmons Corp., Hartford, Conn., winner of the second The Jury on hevards 
prize of $250; Joseph T. Manning, of M. J. Meagher Co.. eae 
Frankfort, Ky., winner of the third prize of $100. aces Sewanee Smneece Soe nr 
Regional prize winners — New England: George A. 
Webber, Walsh Arch Shoe Shop, Boston; George Scott, A facsimile of the certificate of award presented to 





J. C. Penney Co., Greenfield, Mass.; Harrison Seabury, the winners in the contest. 


T. M. Seabury Co., Newport R. I.; Middle Atlantic: 

Michael W. Britcher, Reineberg’s, York, Penna.; F. L. ner, J. C. Penney Co., Kingfisher, Okla.; Middle West: 
Barry, Kirschenbaum Department Store, Belmar, N. J.; Roy H. Blomberg, Corrective Shoe Company, Milwau- 
Byron Slepyan, Saks Fifth Avenue, New York, N. Y.; kee, Wis.; Vern R. Anderson, Feinstein’s Bootery. 
Southern States: J. D. Rotman, Dalton’s, Baton Rouge, Aberdeen, S. D.; M. Z. Willson, The Fashion, Columbus. 
La.; Dr. G. B. Vosburg, Austin, Texas; Wallace Ward- [TURN TO PACE 33, PLEASE] 
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. D. WITT SHOE CO. 








0 
MANUFACTURERS 
FRVICE and SATISFACTION 
SINCE 1878 g YOUR PROFITS THIS FALL 
wo V4 GEO. D. WITT SHOES 
1940 FALL GROUP OF IN A VOLUME WAY 
COMBINED SPECIALTIES 
From the most famous house in the South come these 
WOMEN’S NOVELTIES fourteen nationally accepted and profitable lines, making 
D GROWING GIRLS’ SHOES Geo. D. Witt Shoe Company the ideal source of supply 
for all your volume shoe needs. High grade, well-styled 
AYFAIR 
shoes of all types for men, women and children, priced 
WITTONIA ; 
and styled fast to make quick sales and profits for you. 
t, DIXIE GIRL ; 
al A strong line of long-wearing work shoes too; plus an 


BETTY SMART 


in-stock service that works with split-second speed and 
accuracy. Drop us a line for a showing in your store. 


WOMEN’S ARCH SHOES 
AUTHORIZED ARCH 


ATLAS ARCH 7990—Women's WITTONIA Brown May- 05310 —Women's MAYFAIR 
time Alligator Step-in, Brown Elasticized Conga Brown Elasticized 


. a 


ROCKING CHAIR Gabardine Saddle, Veri-flexible Sealon Svede Kid Pump, Brown 
Process, 14-8 Covered Pyramid Heel, 414 Frog Trimming, Super-flex- 
Last; AA 5to9,A4to9, B,C 3to?. $2.00 ible Sbicca-Delmac Process, 
7989— Same style in Black Patent Leather 21-8 Continental Heel; 


MEN’S AND BOYS’ with Black Gabardine Elasticized Saddle. AAA, AA Sto 9, A4 to 9, 


B3to?. ; $2.50 


DRESS SHOES eS : conden te te Gana 
Kid, Black Frog Trim 
BOB SMART 





, LIBERTY ARCH 
SIR WALTER 
BOB SMART, JR. 
MEN’S AND BOYS’ 
WORK SHOES 
ERYDAY 
a 2450—M ae 
mn CHILDREN’S SHOES SMART Lge Ton Aaa 
D & LASSIE aut Goosen “a 
MERRYMAKER t= 
st: maker's Finish, Built-in Arch, Welt, Element 
au- Proofed Half Double Sole, Leather Heel, 


Brunswick Last; 86% to 12,C,D 6tol2 . $2.65 


] GEO. D. WITT SHOE COMPANY 


LYNCHBURG, VIRGINIA 
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New Corner Loeation 
BROUGHT TRANSIENT TRADE 


But Experienced, Painstaking Service Has Been the Cornerstone 
of the Successful Children’s Shoe Business Built by Ray P. Deutsch 
in Milwaukee. 


Panelled walls of knotty pine THE restful atmosphere of the comfortably furnished home permeates the new 
ve) eagle phe ay rmved children’s shoe store of Ray P. Deutsch at 605 N. Milwaukee Street in down- 
out the early American de- town Milwaukee. 

sign in this attractive new Occupying 600 more square feet of floor space than the former shop just 


children’s shop in Milwaukee. 
four doors north of its present location, Deutsch’s corner location has large 
display windows which permit an unobstructed view of the attractive interior. 

Although a block off the city’s main downtown shopping thoroughfare, east- 
west and north-south bound street cars and trolley buses pass the corner and 
people have been so favorably impressed by what they have seen in a corner 
location which has stood vacant for the past six years, that Mr. Deutsch 
reported more transient business for the store during the first seven weeks in 
its new location than was experienced all of last year in the old. 

Mr. Deutsch, who has had many years’ experience in the fitting and selling 
of children’s shoes, opened his business March 27, 1937, in the store recently 
vacated. Here without fanfare he established a clientele who were certain in 
their own minds that the care of their children’s [TURN TO PAGE 27, PLEASE] 
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The art of originating practical style acceptable to 
manufacturers and retailers alike is an accomplish- 
ment United Model Makers are well proud of. 


Styles come and go but it is the purpose and creed 
of United Model Makers to originate styles that can 
be crystallized into practical acceptance. 


UNITED LAST COMPANY 


56 Cherry Street BROCKTON BRANCH Brockton, Mass. 


{KRENTLER BROS, CO., ST. LOUIS 
OTHER MEN'S PLANTS > KRENTLER BROS. CO., MILWAUKEE 
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STAZON WHITE 


FOR ALL WHITE SHOES... 


and IT REALLY STAYS ON! 















Cleans, Whitens— Will NOT Rub Off. 






Has excellent covering qualities. Will NOT 
Streak or Crack. 













Extensive comparative tests prove STAZON 
to be the most excellent “won't-rub-off” White 


on the market. 
















EVERETT & BARRON COMPANY 
PROVIDENCE, R. I. TORONTO, CANADA 

















Hosiery Colors carry-overs in names and tones. These dish gold copper. Goldenrod and Cac- 
are Juanita, a rose beige; Sweetheart; tus are carry-overs. 
[CONTINUED FROM PAGE 11] Daisy and Buttercup. The great popu- 
larity of Scarlett in the Spring season . 
fered as especially lovely with Military has led to its repetition in a slightly 
Grey. different version of the same wine tone, Large Army Shoe 
Huffman “Rural Autumn” Colors: under the name of Dixie. It is con- Ord Placed 
Field Beige is a flat beige, considered sidered a good color for black, some rders ce 
as one of the neutrals and especially browns, any wine and navy. The light- Boston, Mass.—Orders for Army 
good with Soldier Blue. Wine Sap, hav- ish brown shade, which is new, is Sweet shoes totaling more than $600,000 were 
ing a winey tint, is good for shoes and Sue. placed by the commanding officer of 
costumes in the red and wine families. Propper-McCallum: ‘“Romantiques” the Boston Quartermaster Depot, as 
Munsingwear “Arabian Nights” include Rendez-vous, Charm, Thrill, the result of competitive bids, opened 
Colors: Persian Plum is the shade of- Flirtation and Sundown—a carry-over here on June 18. The total pairage in- 
fered in this line for wear with wine W—as slated to the best sellers. Thrill, volved is 204,686. Bids covering the 
brown shoes or costumes, also mauves, very pink in tone, is suggested as high manufacture of 289,752 additional pairs 
new grayed greens, blues, navy or style for coordination with wine; Flir- were opened on June 25. 
black. tation for conservative choice with wine Under the terms of the awards made 
Larkwood “Pantomime” Colors: Pom- and for blue. For black the best colors on June 18, the International Shoe 
pom, a golden tan beige, has been espe- are Charm and Flirtation. For mus- Company is to make 45,000 pairs of 
cially developed to blend into the family tards, greens, etc., Pinafore is offered. garrison shoes at $3.38 per pair; and 
of olive and tea greens and the range Rollins “Jack Frost” Colors: Har- an additional 45,000 pairs at a price 
of khaki and mustard shades. It matches vest, in the gold tonalities, for wear per pair of $3.45. The balance of the 
the new light playtan leathers. with mustard, moss and tea green; garrison shoe order goes to the Hub- 
Nolde & Horst “Mezzo Tones”: A Cranberry, in the wine family, for wear bard Shoe Company of Rochester, 
wide range has been chosen to blend with mahogany browns, grape and N. H., which has contracted to make 
with the new costume colors. Amber- mauve tones. 25,000 pairs at $3.445 per pair; and 
dusk, a warm beige, is listed as an im- Roman Stripe offers “A Native 20,950 pairs at $3.495 per pair. On 
portant new color to go with Winter Colorama” with names and promotion March 25, when the last order for gar- 
greens and browns and to blend with based on early American Indian re-  rison shoes was placed, the price pe! 
cocoa shades. Rusk is a burnished tan search. The most popular colors are pair was $3.46. 
for campus or country wear with bright Cactus, a true beige; Antelope, a dusty To the International Shoe Company, 
tweeds and casual grey and beige. brown beige; Buckskin, a new warm also, goes an order to manufacture 
Norsk is a light blonde tone for black, tan beige with a slight mauve under- 68,736 pairs of service shoes for the 
geranium red or moss green. It is a tone; Bison, a new chestnut brown; Army at a price per pair of $2.47. On 
good transition color for early Fall. Goldenrod, a golden tan; Wigwam, a May 31, similar shoes were brought for 
NoMend: Four colors are exact new amber beige tone; Wampum, ared- the Army at $2.35 per pair. 
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New Corner Location 
Brought Transient Trade 
[CONTINUED FROM PAGE 24] 


growing feet were in capable hands 
when they were brought to Deutsch’s 
for footwear. Most of these customers 
are so well known to Mr. Deutsch that 
he immediately greets them by name 
when they enter his store. 

With practically no transient busi- 
ness at the beginning, Deutsch’s vol- 
ume of sales grew until early this year 
he decided the time was ripe to secure 
larger quarters to accommodate in- 
creased sales. Transient business re- 
sulting from the selection of a corner 
location was a surprise even to Mr. 
Deutsch himself. “Our new site has 
proven an excellent advertising me- 
dium for us,” Mr. Deutsch explained. 

Early American in treatment with 
woodwork and partitions of knotty 
pine, the store is furnished with maple 
furniture, and carpeted from wall to 
wall in a color combination of har- 
monious blend. Figured wall paper 
extends four feet above the paneling. 
Tastefully designed indirect lighting 
fixtures are suspended from the ceil- 
ing, while window lighting is also from 
above. 

Furniture consists of cushioned 
davenports and chairs arranged in a 
homelike atmosphere. A table with a 
small lamp is used to display chil- 
dren’s socks and open four-shelved 
wall nooks are used for similar pur- 
poses. The stock, with the exception 
of that shown in the windows, the 
paneled floors of which are only a few 
feet above the store floor and open 
throughout, is kept in a rear room 
entered through a small curtained 
doorway. Even the cash box is kept in 
this stock room so as not to detract 
from the cozy surroundings. 

The walls are decorated with prints 
and pictures appropriate for children’s 
rooms.. Several small sized maple 
chairs are at the youngsters’ disposal 
as well as a selection of toys. Every- 
thing is designed and furnished for 
the comfort of the adult and the en- 
joyment of the kiddies. 

Deutsch’s customers range from ba- 
bies to big boys and girls. In the latter 
group, very few shoes with heels above 
8/8 are sold except in the case of a 
few dress styles with 10/8 heels. The 
bulk of the store’s business is done in 
lines of the Holland-Racine Shoe Co., 
and F. A. Kuhnert Shoe Corp. 

A small advertising paragraph is 
used in “The Shopper’s Spyglass,” 
which appears in the society section of 
the Sunday Milwaukee Journal. Sam- 
ple of the type of copy used is the 
following: “Perfect foot fitness for 
that child in your life! Ray Deutsch, 
603 N. Milwaukee Street, who carries 
the excellent recommendation of Mil- 
waukee’s leading pediatricians, spe- 
cialized in shoe fittings in the home for 
babies and pre-school children at no 
extra charge. Call MA. 4469 for ap- 
pointment any morning except Satur- 
day. He’s in his new location on the 





New free book tells how 
PRE-FLEX Shoes 


give you 
sales-producing 
“magic’’, with 


®A sorter inspecting soles, se- 
ae those which come up 
to standard for PRE-FLEX shoes. 





Rigid Inspection and Selection 


(One of their many selling features; 


In this little book — “The Amazing 
Story” — we show you how our 
painstaking method of sorting and 
inspecting uppers and soles pro- 
tects the customer, adds to the sell- 
ing “magic” of PRE-FLEX. 
Here is one of the many “plus 
values” in these famous feature 
shoes, retailing at $6.85 to $7.50... 
Experts check every piece of leath- 
er for color, texture, and uniformity 
. Then the pieces are carefully 
matched in pairs. 


pr fit, 


+ 


by Crosby Square 


In addition, PRE-FLEX gives you the 
selling power of handsome, “ex- 
pensive” appearance . . . healthful 
first-step comfort of built-in flexibili- 
ty .. . ankle-hugging fit . . . heels 
without nails . . . and many other 
features that enable us to challenge 
you with this statement: PRE-FLEX 
Shoes are the greatest shoe value— 
dollar for dollar—in America today! 
. . . Records of successful retailers 
prove it. 
Spend ten minutes reading “The 
Amazing Story of PRE-FLEX Shoes.” 
Write today for your 
free copy. The House 
of Crosby Square, 2460 
North Sixth Street, Mil- 
waukee, Wisconsin. 





northwest corner of N. Milwaukee and 
E. Michigan.” 

Price advertising does not enter into 
Deutsch’s merchandising policy. Foot- 
wear shown in the windows carries no 
price tickets and clearance sales are 
staged but twice a year—in January 
and July. The shop makes no pretense 
of being exclusive or high-hat. It is 
merely that it has attained for itself 
a reputation for selling quality mer- 
chandise, properly fitted, cpupled with 
a courteous, personalized service in 
friendly and comfortable surroundings. 
This combination has proven quite sat- 
isfactory for Mr. Deutsch as his new 
shop will testify. 


Frownfelter Appointed 
MeInerny, Ltd., Shoe Buyer 


HoNoLuLu, T. H.—Russell G. Frown- 
felter has been appointed buyer of Mc 
Inerny’s, Ltd., several shoe departments 
by General Merchandise Manager Riley. 
For a number of years Mr. Frownfelter 
was assistant to J. H. Ferguson, when 
the latter was shoe buyer at The May 
Co. in Los Angeles store. Later he was 
promoted to manager of women’s shoes 
at the new May Co. Wilshire store in 
Los Angeles. He resigned his post at 
the Sommer & Kaufmann, San Fran- 
cisco store to accept his present con- 
nection. 
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~ SELL THOSE WINDOW SHOPPERS 





























PRICE TICKETS 


Imprinted Prices on Colorful Seasonal Designs 


T H 














ra.¥ 8 


4. 


“C"—Bright blue 
on white back- 
ground. 








“Vy"—Green & Yel- “X" — Fuchsia and 
low on white back- green on white back- 
ground. ground. 


“M"—Gold & green 
on white back- 
ground. 


SMOdUMNIM ONIAZTYW EI « 


The size—114” x 234”—is 
large enough to attract the 
eye, and small enough to 
give the shoe prominence. 
The tickets are attached 
neatly to any part of the 
shoe with our Price Ticket 
Clips which are priced at 
$4.00 per gross—$2.25 per 
half gross. 


Colorful price tickets in 
the popular price denomi- 
nations will dress up your 
displays, and make selling 
easier. Blanktickets,show- 
ing the design only, are 
also available. 


6 Dozen 
$1.10 


12 Dozen 
$2.00 


ZAwWd 


L 


H 


We have in stock a com- 
plete selection of designs 
and color combinations. 


a 


We will send a circular showing actual samples, at your request. 
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T & SHOE RECORDER * MERCHANTS SERVICE + 209.SO. STATE ST * CHICAGO, ILLINOIS 





WRITE FOR DETAILS OF OUR ANNUAL SHOW CARD SERVICE 





COLORFUL AND EFFECTIVE 
SHOW CARD AND PRICE TICKET 


MONTHLY CARDS HOLDERS | wickets 


SERVICE 








SERVICE ... New and seasonal dis- 
play cards and harmonizing price 
tickets every month with informa- 
tive messages on style notes, value, 
quality, service, etc. Exclusive fran- 
chise basis. WRITE for samples 
and further information. 





$5.00 
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SHOE TRADE 


National News 





Patman Fights On for Chain Store Tax Bill 





Refuses to Take Action of House Ways and Means Sub-Com- 
mittee as Final Turndown and Seeks Full Committee Vote 


WASHINGTON—Rep. Wright Patman, 
Democrat, of Texas, has advised the 
BooT AND SHOE RECORDER that the re- 
cent action of the House Ways and 
Means sub-committee in turning 
thumbs down on his anti-chain store 
tax bill may be only a temporary set- 
back for his measure. Mr. Patman did 
not reveal what strategy he expects to 
follow, but for the present, it was indi- 
cated, he is attempting to by-pass the 
sub-committee’s action and get the full 
committee to vote on the question. 

Although the sub-committee did nct 
make public the vote by which the chain 
store bill was definitely thrown over- 
board on June 19, it has been learned 
that the measure was tabled in a four- 
to-three division, with Chairman John 
W. McCormack of Massachusetts cast- 
ing the deciding vote against the bill. 
Reason advanced by the sub-committee 
for killing the measure was that a 
punitive tax to control chain store 
growth could not be sanctioned by the 
committee, and that if legislation is 
sought in the future to curb the chain 
store system, it could not be properly 
handled by the Ways and Means Com- 
mittee. 

“There is a feeling among the mem- 
bers,” said Chairman McCormack, 
“that if legislation along such lines is 
necessary by reason of fears or threats 
of monopoly, such legislation should be 
regulatory and not punitive.” 

“T have never given up a fight, and 
I do not intend to give up this one,” 
Congressman Patman said, when asked 
to comment on the action of the sub- 
committee. “I still believe we're right, 
and it may be that the committee’s ac- 
tion may have the effect of stirring up 
the independents to greater effort.” 


Mr. Patman said that hardware, 
drug and whodlesale grocers’ groups 
have been the most active to date in 
espousing the cause of his chain store 
tax proposal, but that he was hopeful 
that other groups would get in line. 

The eight weeks of public hearings on 
the Patman bill—which started on 
March 27 and ended May 16—were 
looked to by opponents as providing a 
medium for talking the bill to death. 
Toward the end of the third week, 
members of the sub-committee were 
hesitant about continuing the sessions, 
but decided to go ahead and complete 
the job. 

Identified as H. R. 1, the Patman 
measure proposes a graduated excise 
tax on chain store systems operating 
entirely within one state. Chain store 
systems having stores in more than one 
state would be subject to the graduated 
taxes. 





To the Shoe Trade 
Of California 


Several shoe merchants and manufac- 
turers in and about Los Angeles have 
recently been visited by a man who rep- 
resented himself as being an “assistant” 
to Harry R. Terhune, BOOT AND SHOE 
RECORDER’S Field Editor and repre- 
sentative in Southern California. Mr. 
Terhune has rio assistant, and any per- 
son representing himself as such is 
doing so without authority from the 
RECORDER. The only authorized RE- 
CORDER representatives in the state of 
California are Mr. Terhune, in Los An- 
geles; Vern Godkin, news correspondent 
in San Francisco, and John A. Watson, 
who acts as subscription representative 
for this publication throughout the Cali- 
fornia territory. 


Program Outlined for 
Tri-State Shoe Mart 


PITTSBURGH, PA.—From the list of 
reservations which are coming in daily 
to the offices of the Pennsylvania Shoe 
Travelers Association, it is estimated 
that a record turnout of exhibitors will 
be represented at the Tri-State Shoe 
Mart being held at the William Penn 
Hotel, Pittsburgh, July 7, 8 and 9. It 
is expected that three floors, or pos- 
sibly four of the William Penn Hotel 
will be occupied by some of the most 
outstanding lines in the country. 

Many merchants in the Tri-State 
area are already making plans to visit 
this show, combining a business and 
pleasure trip all in one. There will be 
many new features put into operation 
so that the visiting merchants will be 
assured of a pleasant three-day stay 
at the Shoe Mart. 

On the evening of July 7, the open- 
ing day of the show, the Pittsburgh 
Shoe Retailers Organization are giving 
a party to all the visiting merchants. 
This will take place in the Chatterbox 
Room of the William Penn Hotel. Ad- 
mission will be free by invitation. On 
Monday evening, July 8, an elaborate 
banquet and floor show has been plan- 
ned with some of the outstanding stars 
of stage, screen and radio on the pro- 
gram. 

Manufacturers, jobbers and salesmen 
desiring information regarding the Tri- 
State Shoe Mart may address their 
letters to the Pennsylvania Shoe Tra- 
velers Association, William Penn Hotel, 
Pittsburgh, Pa. 


Phelan with 
A. Freedman & Sons 


Cuicaco, ILL.— Martin A. Phelan, 
member of the Chicago Shoe Travelers 
Association, has recently become asso- 
ciated with A. Freedman & Sons, Inc. 
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Children’s Department Designed for Selling 





The new children’s department at the Mabely & Carew Company carries out the 


departmentalized idea to its best advantage. 
hk floor of the store, the department is further divided by 


the modernized fift 


Having its own separate section on 


devoting individual sections to the various size runs of children’s footwear. 


CINCINNATI, OHI0—Gene Held, shoe 
buyer for the Mabley & Carew Com- 
pany, Cincinnati, is proud of the new 
children’s shoe shop, which forms an 
integral and prominent part of the 
beautiful remodernized fifth floor dedi- 
cated to the shopping needs of Cin- 
cinnati’s children. 

Jim Pickering of Amos Parrish & 
Company, Fifth Avenue, New York, 
had charge of all plans for the entire 
floor. The artistic frieze which adorns 
the upper walls of the shoe center, and 
which, depicting the months of the 
year, is equally attractive to children 
and grownups, was designed and exe- 
cuted by Miss Dorothy Weis, art di- 
rector of the advertising department 
of the Mabley & Carew Company. 

Soft gray carpeting is used on the 
entire fifth floor. Walls are tinted soft 
blue-gray and subdued salmon pink, 
with gray-blue ceiling. Fluorescent 
lighting is used throughout. The com- 
fortable armchairs are upholstered in 
red and blue leather, as are the fitting 
stools. 

Indirectly lighted wall insets, ivory- 
lined, give ample and prominent dis- 
play space to children’s shoes begin- 
ning with “first-steps” and divided— 
2 to 5%, 6 to 8, 8% to 12, 12% to 3, 
and junior girls’. 

The two center larger insets are re- 
served, left, for Best Sellers, and right, 
for featuring current demand. The 
open case at the entrance to the depart- 
ment is used exclusively for junior 
girls’ current styles. 

Stock and wrapping service are con- 
cealed. The stockroom has a 6000-pair 
capacity and shares in the air condi- 
tioning. 

On opening day, visitors were enter- 
tained with children’s concerts on the 





Mabley organ, which, when Mabley’s 
quarter-million remodernization plan is 
completed, will have outlets on all 
floors. A radio broadcast for the chil- 
dren during which they were inter- 
viewed was another feature. 





Patman Fights on for 
Chain Store Bill 
[CONTINUED FROM PAGE 29] 


tax multiplied by the number of states 
in which they have stores. 

Representative Patman indicated his 
intention when the hearings opened to 
relax the provisions, but opponents have 
protested that despite this move the 
principle of the proposed legislation 
remains none the less objectionable. 
The sub-committee turned aside the 
revision suggested by Mr. Patman and 
ordered that testimony be directed to- 
ward the bill as originally introduced 
in the current session of Congress. 

Under the pending measure, a chain 
store system operating in one state 
would pay a tax rate ranging from $50 
a retail unit for each unit not in excess 
of 15 up to $1,000 a unit for each addi- 
tional unit in excess of 500. But a 
company operating 600 stores in 48 
states and the District of Columbia 
would pay a tax of $390,500 multiplied 
by 49, or $19,134,500. 

While Mr. Patman estimated that his 
bill would raise $10,000,000 to $15,000,- 
000 annually, other witnesses appear- 
ing before the committee frowned upon 
the measure as a revenue producer. 
The Texan also told the committee that 
his proposal would “greatly stimulate 
recovery.” 

Advanced at the early phase of the 
hearings was an opinion of Weaver 
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Myers, an attorney for the Joint Con- 
gressional Committee on Internal Reve- 
nue Taxation, that the measure would 
be in violation of at least two specific 
provisions of the Constitution. 

Mr. Myers’ opinion was that such a 
law would be in violation of the due 
process clause and that since state 
borders would have to be taken into 
account before the tax could be com- 
puted, it would clearly violate Article 1, 
Section 8, which provides that all duties 
and excises imposed by Congress “shal! 
be uniform throughout the United 
States.” 

“The base of the tax,” the opinion 
said, “is composed of the stores in the 
chain; the measure of the tax is ob- 
tained by taking into account both the 
number of stores operated and the 
number of states in which such stores 
are located. Thus the tax is directly 
affected by state boundaries. In fact, 
the multiple tax imposed by Section 2 
(of the Patman bill) depends specifi- 
cally upon one factor alone—the loca- 
tion of the stores making up the chain 
among the various states.” 

Members of the sub-committee in- 
clude, in addition to Mr. McCormack. 
John W. Boehne, Jr., of Indiana; Rich- 
ard M. Duncan of Missouri; John D. 
Dingell of Michigan, all Democrats; 
Frank Crowther of New York, Harold 
Knutson of Minnesota, and Roy 0. 
Woodruff of Michigan, Republicans. 

While there may be some basis for 
expectations that the full membership 
of the House Committee on Ways and 
Means may review the whole chain 
store tax situation next session, there 
are few observers who believe that the 
Patman bill will form any part of the 
foundation for such discussions. 


Army Orders Rubber Boots 


Boston, Mass.—The Goodyear Rub- 
ber Co., of Middletown, Conn., and the 
Hood Rubber Co., of Watertown, Mass., 
have been awarded contracts to make 
a small quantity of rubber boots fo) 
the United States Army. The Good- 
year Rubber Co. is te make 1728 pairs 
of hip-length boots at a price per pair 
of $3.30; while the Hood Rubber Co 
will make 336 pairs of knee-length 
boots at $2.53 per pair. Announcement 
of the contracts was released by the 
Quartermaster Depot, here. 





New Members of Chicago 
Travelers Groups 


Cuicaco, ILL.—Several new members 
have recently helped to swell the grow- 
ing ranks of the Chicago Shoe Tra- 
velers Association. They are Charles 


J. W. Hutchinson, representing Cas- 
uals, Inc., of Los Angeles, Calif. He 
travels the states in this area with 
headquarters in Chicago. Another new 
member is Hugh L. Kincaid, represent- 
ing Walkin Shoe Co., of Schuylkill 
Haven, Pa. 
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He il lo mos 


tLH1O VISITE BALIIMORIE 


Next time you‘re in Baltimore 
follow the lead of experienced 
travellers and head for one of 
the seven hundred most com- 
fortable rooms in Maryland. 
Enjoy facilities and service that 
seem to have been planned 
with you alone in mind! Make 
your home at the hotel that 
brings you many steps closer 


to everything you want to 
see and do in Baltimore! 


$3 to $6 single. 


LORD BA 


No Mid-Summer Let-Up 


[CONTINUED FROM PAGE 17] 


bamboo poles over and around facing 
counter-tables covered with green 
grass, with implements of various 
sports for decorations? Show shoes 
“for every fun afoot.” 

Against a setting of travel posters 
show shoes for “travel, recreation and 
vacation.” 

I. Miller have small suitcases made 
of wood with transparent sides in which 
shoes for vacation and travel are shown 
in their recent windows. 

“Cool dark shoes, cool bright shoes, 
cool. white shoes.” Group the three 
types before a cool background. 

B. Altman features “fiesta del sol— 
lighthearted carnival shoes in Pan- 
American colors.” You can do some- 
thing with a showing of shoes for 
“this All-American Summer” using a 
big sketch or outline map adapted from 
some of the travel ads. 

With these fifteen or sixteen ideas 
as stimulators, you should easily get up 
& program of promotion stunts to let 
your customers know there’s something 
doing at your store during the Summer 
besides sleep and sales. At the same 
time it will help to overcome the com- 
plaint of careless service on the part 
of the customer, and the boredom of the 
salespeople during this period. 


rIMORE 
“ae 


[31] 








MEET 


Write for 

illustrated 
: Folder 

¥ TODAY 





rsa Real SUCCESS 


SEVEN STYLES 


SCOTT FOOT APPLIANCE COMPANY 


ey 


EVERY NEED 


SCOTT’S METATARSAL INSOLES, now 
sold through several thousand retail 
shoe stores, give gentle arch support 
jest where needed. Seven styles offer 
you choice of Standard, Cloverleaf, 
Right & Left or Long Oval metatarsal 
stports—with or without longitudinal 
supports—with leather bottom, sponge 
rubber bottom, or without bottoms if 
preferred. Full line of sizes in both 
men’s and women’s. A real “best seller” 
at a good profit. 


OMAHA, NEBR. 














Dates to Remember 


Michigan Shoe Travelers Fall Shoe 
Show, Hotel Statler, Detroit, Mich. 
July 7, 8, 1940 


Tri State Shoe Mart, Pennsylvania 
Shoe Travelers Association, William 
Penn Hotel, Pittsburgh, Pa. 

July 7, 8 9, 1940 


Charlotte Shoe Show, Sponsored by 
Charlotte Chamber of Commerce 
and Southern Shoe Travelers, Ho- 
tels Charlotte and Selwyn, Char- 
lotte, N. C July 14, 15, 16, 1940 


Annual Outing Boot and Shoe Trav- 
elers Association of New York, 
Karatsony’s, Glenwood Landing, 

DP Vacs biadeteauaveue July 18, 1940 


Buffalo Shoe Style Show, Hotel La- 
fayette, Buffalo, N. Y. 
July 21, 22, 1940 


Annual Outing Greater Buffalo Shoe 
Retailers Association and Affiliated 
Shoe Trades, Walker’s Grove, Wil- 
liamsville, N. Y August 14, 1940 


Official Opening of American Leathers 
and Stvle Conference for Spring, 
1941, Waldorf-Astoria Hotel, New 
York September 16, 17, 1940 





Menihan Corp. to Make 
Fikany Shoes 


ROCHESTER, N. Y.—James A. Fikany, 
president of the Fikany Shoe Corpora- 
tion, announces that adjustable shoes 
for women, invented and patented by 
him, will hereafter be made at the 
shoe factory of the J. G. Menihan Cor- 
poration, 739 Clinton Avenue South. 

“We made no contract, merely a 
working agreement the same as we had 
at the Ford plant,” said Mr. Fikany. 

Since the C. P. Ford Co. discontinued 
operations Mr. Fikany had been nego- 
tiating for their future production. The 
Menihan plant has all of the facilities 
for this purpose. Three representatives 
of the Fikany Shoe Corporation, in- 
cluding James and Faye Fikany, sons 
of James Fikany, are going on the road 
to sell them. 


A. G. Smith Buys 
Hutslar Store 


Peoria, ILtL.—Allen G. Smith has 
bought the J. W. Hutslar Shoe Store, 
at Carey, Ohio. Mr. Smith has been 
with the Nisley chain organization for 
the past 14 years, recently in Peoria. 
He expects to move to Carey in the 
near future. 

Mr. and Mrs. Hutslar are going on 
an extended vacation, leaving shortly 
for the West Coast. 
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Quality Firms to Open 
Spring Lines November 11-13 


New YorkK—Former members of the 
Shoe Fashion Guild of America met at 
the Hotel McAlpin in New York, on 
June 19, to present to George Miller 
of I. Miller & Sons, a bronze plaque 
in appreciation of his service and lead- 
ership as president of the Guild. Those 
present were: George Miller, Newton 
Elkin, Herman Delman, Morgan Gross- 
man, Dominic and Pat LaValle, Fred 
Pike of the Stetson Shoe Company, 
Emil Strassburger, Charles LoPresti, 
2d, M. Stollmack, Benjamin Benjamin, 
Sidney Heimann and W. R. Parrott. 

The manufacturers present on this 
occasion, decided that the time to open 
their lines for Spring, 1941, would be 
Nov. 11, 12, 13, 1940. It was indicated 
that these manufacturers would show 
their lines individually, as was the case 
last May, and not in a joint showing. 


. 


Standish with Roth Shoe in 


Denver-West Territory 


San FRancisco, Cauir.— Earl G. 
Standish is now representing the Roth 
Shoe Co. in the Denver-West territory. 
He has been selling shoes on the road 
in this section since he first took on the 
John Kelly line in 1921. Standish will 
work out of this city. 
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Concerted White Shoe Promo- 
tion Brings Excellent Results 


DayTON, OH10—Reports submitted at 
the June dinner meeting of the Day- 
ton Shoe Retailers Club indicated that 
the special drive on white and play 
shoes which started during the first 
week of the month has produced excel- 
lent results. The campaign is to be con- 
tinued throughout the balance of the 
month. 

“Wanted stocks have been pretty well 
cleaned out,” said Ed Blomquist, club’s 
vice-president, who presided in the 
absence of Paul Crawford, president. 
“The bulk of style shoes have been sold 
and now dealers are experiencing con- 
siderable difficulty in obtaining fresh 
stocks.” 

Blomquist indicated that the warmer 
weather acted as a satisfactory trade 
stimulus, bringing customers into 
stores. “However,” said Blomquist, “we 
must stop being order takers, now, and 
become good salesmen. We should also 
tell our customers the true conditions 
which exist at the moment.” 

Carl Weber, III, and “Bud” Schoen- 
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( topay's BABIES 


are your customers 


TOMORROW 


f you carry Mrs. Day's 
riexible Walkin * Shoes. 
Thousands of today’s babies 
will grow up to your juvenile 
department in Ideal Baby 
Shoes .. . and their parents 
will have learned the quality 
and reliability of any shoe 
which carries the Ideal trade- 
mark. 


MRS. DAY'S 
IDEAL BABY SHOE CO.., 
DANVERS, MASS. 























Shoe Grant in Patent Office’s 
First “Four Hundred” 


Athol, Mass.—A copy of a patent rec- 
ord issued in 1806 to one John Bedford 
who “hath alleged that he has invented 
a new and useful improvement in mak- 
ing Boots, Bootees, Shoes, etc,” and “is 
the true inventor and discoverer of the 
said improvement,” has been presented 
to Athol High School by Prof. Hollon A. 
Farr, former instructor and now curator 
of memorabilia at Yale. 

The presentation is fitting inasmuch 
as there are many shoe factories in the 
Athol-Orange area. The creased and yel- 
lowed paper apparently is the 1806 
equivalent to a carbon copy of the pat- 
ent record, which was signed by Presi- 
dent Thomas Jefferson, James Monroe, 
then secretary of state, and later Presi- 
dent, and John Breckenridge, attorney 
general of the United States. 

Prof. Farr said he “picked up the rec- 
ord in a book shop in New Haven sev- 
eral years ago. 

With the copy he found a piece of 
creased paper saying that the record now 
in possession of the high school is a 
true copy of the original patent which 
original, I suppose. the professor stated, 
is still on file in Washington. 

John Bedford, of parts unknown, ex- 
cept that he was a citizen of the United 
States, paid $30 to the government “to 
obtain an exclusive property in said im- 
provement” and he or his heirs were 
given full privileges under the patent 
5s years following the date July 15, 


What the improvement was is not con- 
tained in the copy, although such mat- 
ter originally was annexed to the copy. 

The record represents one of the early 
grants made by the patent office in 
pathesyen:c. cae Signed July 15, 1806, it 

mone those i. d in the first years 
a the office as only 306 patents had 
— granted in the cade Union before 











hals were appointed as a committee to 
make arrangements for the first 
of the Summer picnics given each 
year by the shoe dealers. Last year 
three picnics were held during the Sum- 
mer months. While the July picnic will 
be held on the second Wednesday of 
the month, the location has not yet been 
selected. 


Employes Test Walk 
Plastic Shoes 


SPRINGFIELD, Mass.—A few em- 
ployees of the Plastics Division of the 
Monsanto Chemical Company, here, are 
wearing shoes, uppers of which are 
made of cellulose acetate and vinyl ace- 
tate, and the company is closely watch- 
ing the use being made of acetate for 
shoe material. 

Many inquiries have been received 
from shoe manufacturers asking the 
source of supply of acetate material for 
the development of shoe uppers. Be- 
fore considering entry into this field, 
Monsanto will want to know whether 
the use of translucent and transparent 
shoe uppers is just a passing fancy or 
will remain a popular novelty. Em- 
ployees now wearing the acetate shoes 
are testing the wearing qualities of the 
material and other advantages, if any. 

Inquiries from shoe manufacturers 
indicate that they are watching the 
use of acetates closely. If the use of 
acetates for shoe uppers continues )pop- 
ular and the demand is worthwhile, 
Monsanto will consider production, Mr. 
Turnbull said. All Monsanto equip- 
ment is now devoted to established | ines, 
and the new line would make it n: ces- 
sary to add extra machinery and w>rk- 
ing quarters. 
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Kid Group Announces 
Contest Winners 


[CONTINUED FROM PAGE 22] 


Ohio; Far Western States: Frank B. 
Zurich, The Fontius Shoe Co., Denver, 
Colo.; J. V. Bess, The Paris Co., Salt 
Lake City, Utah; George Butler, But- 
ler’s, Portland, Ore. 

The First National Prize Winner, J. 
M. McDowell, was born in Cottonwood 
Falls, Kan., where his father owned the 
J. G. MeDowell Drygoods Co. He was 
educated in Cottonwood Falls and nat- 
urally followed in his father’s foot- 
steps, retail selling, in his choice of a 
profession. 

Mr. McDowell has been selling shoes 
for 15 years. More than five of those 
years have been spent in the women’s 
shoe department of Gano-Downs, in 
Denver. “It has always been a real 
pleasure to sell kidskin shoes,” says 
Mr. McDowell. His prize-winning letter 
gives his reasons more specifically: “I 
like to sell kidskin shoes because they 
make satisfied, permanent customers.” 

Miss Jean Lassman, of the W. G. 
Simmons Corp., Hartford, Conn., who 
wins the second national prize, was 
born and brought up in Hartford ex- 
cept for a brief interlude in Florida. 
She planned for a professional career, 
but when she was graduated from high 
school decided instead to try her hand 
at selling. Her first experience in sell- 
ing shoes was in Miami, Fla., in a 
department store. When she returned 
to Connecticut 13 years ago, she entered 
the employ of the W. G. Simmons Corp. 

Miss Lassman says: “I find selling 
shoes a pleasure as well as a vocation, 
and I believe that success in selling is 
based on candidness, sincerity, extra 
patience and the willingness to serve 
the public.” Miss Lassman builds her 
winning letter around the beauty and 
“everlasting well-groomed appearance” 
of kidskin. She goes on to say, “. . . its 
fine grain and silky smoothness yield 
te the foot, thus giving that buoyant 
and elastic carriage.” 

Joseph T. Manning, of M. J. Meagher 
& Co., of Frankfort, Ky., who takes 
third place with his entry, has lived in 
Frankfort practically all his life, and 
was educated in the Good Shepherd 
Parochial School and high school there. 
During his high school vacations and 
after school, Mr. Manning worked for 
M. J. Meagher & Co. After graduation 
he worked in the office of a local milk 
company, later sold automobiles, but 
went back to M. J. Meagher & Co. in 
1937 as a shoe salesman. 

In addition to the three winners in 
each region, the following receive prizes 
of $5 each for their entries in the con- 


New England States: George A. 
Drew, Tewksbury & Raymond, Ran- 


dolph, Vt.; Lawrence Lilyveld, C. 
Crawford Hollidge, Boston, Mass.; Ray 
Thompson, Porteous, Mitchell & Braun 
Co., Portland, Me.; John O’Malley, A. 
Taymor Shoe Co., Brockton, Mass., and 


Leo Provost, Thomas S. Childs, Inc., 
Holyoke, Mass. 

Middle Atlantic States: Miss Amelia 
C. Harris, The Famous Department 
Store, McKeesport, Pa.; Jacob S. Gold- 
berg, A. S. Beck & Co., Buffalo, New 
York; William Watt, Stern Bros., New 
York City; Jack Rimler, Delman Shoe 
Salon, New York; Thomas Caruso, 
Goldberg’s, Trenton, N. J. 

Southern States: E. C. Searcey, 
Jones Dry Goods Co., Elk City, Okla.; 
O. C. Sanford, Montgomery Fair, 
Montgomery, Ala.; Charles E. O’Don- 
nell, Peggy Van Shoe Store, West Palm 
Beach, Fla.; David R. Perkins, Belt 
Legget Co., Danville, Va., and Maxie 
O’Conner, J. Goldsmith & Sons Co., 
Memphis, Tenn. 

Middle West States: Ralph P. Shu- 
gert, Swope Shoe Co., St. Louis, Mo.; 
Rube Metz, Metz Shoes, Chicago, IIl.; 
R. H. Armstrong, Famous Barr, St. 
Louis, Mo.; Charles A. Jones, The 
Palace, Kansas City, Mo., and Edward 
C. Horn, McAlpin Co., Cincinnati, Ohio. 

Far Western States: Nelson T. 
Stephens, Meier & Frank Co., Portland, 
Ore.; Stanley B. Keith, Miller Merc. 
Co., Salem, Ore.; Fred W. Pfaff, Gamer 
Shoe Co., Butte, Mont.; Forrest Klein- 
man, Walk Over Shoe Co., Vancouver, 
Wash., and Jack Hays, Lavenson’s, 
Sacramento, Calif. 

Honorable mention was given to the 
following: Henry J. Mathieu, The 
Union Shoe Co., Willimantic, Conn.; 
Miss Sara Freedman, Lorraine Shoe 
Co., Hartford, Conn.; Ernest Dragon, 
A. Drysdale & Son, Bennington, Vt.; 
Richard H. Lennox, J. C. Penney Co., 
North Adams, Mass.; Miss Edith M. 
Lyons, Bon Marche Co., Chelmsford, 
Mass.; Miss Mabel M. Duncan, Thayer- 
McNeil Co., Roxbury, Mass.; Lyman W. 
Thomas, McGeary’s Cantilever Shoe 
Shop, Inc., Boston, Mass.; L. J. Brand- 
meir, H. Leh & Co., Fullerton, Pa.; 
James Steinberg, Lit Bros., Philadel- 
phia, Pa.; Milton Friedman, Wana- 
maker’s, Philadelphia, Pa.; Albert 
Latsco, A. B. Book Co., Pittsburgh, Pa.; 
James L. Bell, W. L. Douglas Shoe Co., 
Newark, N. J.; Max Rabrum, Arch 
Preserver Shoe Store, Brooklyn, N. Y.; 
Mrs. Robert E. Fenstermaker, Farr’s, 
Allentown, Pa.; Harry Israel, Air-Step 
Shoe Shop, New’ York, N. Y.; C. H. 
Davidson, Palmer’s Walk-Over Shop, 
Charleston, W. Va.; William Howard 
Blanch, Stenchover’s, Hackensack, 
N. J.; Miss Elizabeth P. Bendell, 
Ware’s, New Rochelle, N. Y.; P. M. 
Burkett, Thom McAn Shoe Co., Johns- 
town, Pa.; J. A. Krisses, Delman Shoe 
Salon, New York, N. Y.; R. C. Witt, 
Walk-Over Shoe Dept., Sanger Bros., 
Dallas, Tex.; Henry Q. Marx, Phelps 
Shoe Co., Ltd., Shreveport, La.; Harry 
Welch, Molen Brothers, Cardell, Okla.; 
W. R. Spicer, Frank R. Jellers, Inc., 
Washington, D. C.; W. J. Stearns, C. J. 
Gayfer & Co., Inc., Mobile, Ala.; 
George W. Echols, Martin McDonald 
Co., Hillsboro, Tex.; Major T. Craw- 


This is the time when outdoor customers 
start looking for a good outdoor boot. Make 
it easy for them, and add to your sales 
too, by stocking the Bass Quail Hunter now. 
its True Moccasin construction assures com- 
plete comfort because of the single piece 
of leather that completely cushions the foot. 
And the Overlap Seam and Double Leather 
Soles are a guarantee of waterproofness 
and durability. Get those 
outdoor customers indoors, 
for sale's sake. Stock the 
Quail Hunter and ask for 
FREE catalog on all Bass 
Outdoor Footwear. G. H. 
Bass & Company, Dept. B3- 
46, Wilton, Maine. 
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ford, Moratt Shoe Co., Indianapolis, 
Ind.; Ralph Carson, T. A. Chapman, 
Milwaukee, Wis.; Roger E. Hickson, 
Walk Over Shoe Store, Des Moines, Ia.; 
John Marcelli, Health Spot Shop, Sagi- 
naw, Mich.; L. T. Bathen, Magle’s, 
Lincoln, Neb.; J. R. Johnson, Marshall 
Field, Chicago, Ill.; Jerome DeVold, J. 
C. Penney Co., Inc., Monroe, Mich.; 
Albert G. Johnson, Wells & Frost Shoe 
Store, Lincoln, Neb.; Mrs. Charlotte 
Clyde, Gold & Co., Lincoln, Neb.; B. C. 
Hanson, Carson, Pirie & Scott, Chicago, 
Ill.; John S. Hopkins, Smith’s, Boulder, 
Colo.; C. D. Roberts, The Harris Co., 
Indio, Calif.; Ray Dippel, Albert’s, Inc., 
San Rafael, Calif.; J. D. Kirkpatrick, 
J. C. Penney Co., Grand Junction, Colo.; 
Victor Goertzen, Van Englin’s, Twin 
Falls, Idaho; Sueo Inouye, S. Makino 
Shoe Store, Wailuku, Mani, T. H. 


McGoldrick Buys Baum Store 


GREEN Bay, Wis.—Patrick J. Mc- 
Goldrick, merchandise manager for Hill 
Brothers department store in Fond du 
Lac, Wis., for the past seven years, 
has purchased Baum’s department 
store, here. The store, which has a 
complete men and women’s shoe de- 
partment, has been managed by Mrs. 
Cecil Baum since the death of her hus- 
band less than a year ago. Her son, 
Leland Baum, will continue as a direc- 
tor. The name of the store will remain 
unchanged. 
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Women's Shoes 
HAND TURNED COMFORTS 
14 numbers IN STOCK 


RETAIL 


$2.00 to $2.95 


No. 554 
Priced right for 
volume trade & dept. stores 


Write fer C 
ABBOTT SHOE CO. Mass. 
ESTABLISHED 1855 











Riding Shoes 
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New Specialty Firm 
in St. Louis 

Sr. Louis, Mo—A new specialty 
plant has joined the ranks of St. Louis 
factories. The Falcon Shoe Company, 
newly organized, with factory at 1130 
N. Market Street, has entered the field 
of women’s high-style shoes to retail 
at $6.00 and $6.50, cement construction. 

Jack Frost, who was associated with 
The Brown Shoe Company’s Blue Rib- 
bon Division for twenty years, has been 
appointed general manager in charge 
of production. W. E. Beck, also with 
Brown for twenty years, has become 
sales manager. Ed Grierson is carry- 
ing the line in the Middle West. He, 
too, was previously connected with Blue 
Ribbon. 

The new company has adopted the 
trade name “Falconettes.” Full produc- 
tion got under way June 15. 
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Colorful Casual Section in Chicago Store 


This is “Playshoe Square” in the main shoe department of Marshall Field & Com- 


pany, Chicago, Ill. 


The section, divided from the rest of the department by 


display cases, is designed as a garden setting. Stock cases in the rear are made 


to simulate a stone wall with vines growing along the top. 


In the center of the 


section shoes are displayed on a tree, painted white, and illuminated by concealed 
lights in the little bird houses hanging from the branches. 





Buffalo Retailers Organize 
For Work Shoe Business 


BuFrraLo, N. Y.—Harry J. Deters, 
business manager of the Greater Buf- 
falo Shoe Retailers Association and 
Affiliated Shoe Trades, announced June 
21, that a group of shoe retailers had 
been organized into the “Buffalo In- 
dustrial Shoe Dealers,” who will offer 
special prices to manufacturing and 
other plants on safety shoes sold to 
their employees. The stores are located 
in strategic points in the city so that 
employees can secure their shoes as 
conveniently as if sold by their em- 
ployers. 

The organization is designed to elim- 
inate direct selling of shoes by em- 
ployers to their employees and restore 
this business to the legitimate shoe re- 
tailer. : 

The dealers in the group are: C. I. 
Lanich, 847 Tonawanda Street; Lan- 
ning Shoe Store, 1498 Genesee Street; 
South Park Bootery, 2007 South Park 
Avenue; Santercole Shoe Co., 773 East 
Delaware; Bailey Slipper Shop, 3109 
Bailey Avenue; LaReau & Caul, 65 
Grant Street, and Seiffert Shoe Store, 
2894 Delaware Avenue. 

Prices of the shoes sold by the group 
start at $2.95. The group has em- 
ployed a representative who now is 
calling on various plants and urging 
them to discontinue selling shoes as a 
sideline to their business and urge their 
employees to secure their shoes at one 
of these stores. The local association 


will continue to seek legislation to 
prohibit factories selling shoes to their 
employees. 


Reopens Women’s Shoe 


Department 


MONTGOMERY, ALA.—Al Levy’s shoe 
department, formerly leased to the 
Newstadt chain, will be taken over by 
Mr. Levy on August 1 and operated as 
a department of his exclusive ladies’ 
ready-to-wear store. 

O. W. Rutherford, manager, will be 
retained by Mr. Levy in the same ca- 
pacity. 

The present stock of novelty shoes 
will be replaced with classic styles to 
meet demands of regular customers of 
the other departments. 


Shoe Salesman Named 
Packing Room Foreman 


RocHester, N. Y. — Selection of 
Homer Willette as foreman of the pack 
ing room of D. Armstrong & Co., sho: 
manufacturers, was recently announced 
Mr. Willette has recently been em 
ployed as retail shoe salesman at 
Burke’s Bootery, 259 Main Street 
East. 

William Downhill, who was packin 
room foreman, found it necessary t 
give up his work at the close of las’ 
season because of poor health. 
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Foot Comfort at the World’s Fair 


Last year over 5,000,000 people visited Dr. Scholl’s Foot Comfort Shop at the 


New York World’s Fair. 


This year the shop has been moved to a more con- 


venient location on Constitution Mali, the main avenue through the center of the 

Fair. In this new location it is expected that many more Fairgoers will visit the 

new and larger shop where everything in the line of foot relief aids is carried as 
well as a complete line of shoes for men, women and children. 





Obituaries 


William Jarvis Gibbs 


Head of Marshall Field Shoe Division 
and Dean of Chicago Retail Trade Dies 

CuIcaGo, ILL.—William Jarvis Gibbs, 
head of the shoe division of Marshall 
Field & Company and known as the 
dean of Chicago retail shoe men, died 
early Sunday, June 23, following a 
long illness. He was 61 years of age. 
Mr. Gibbs had been in Tucson, Arizona, 
since last Fall in an attempt to regain 
his health, but he returned to his home 
in River Forest, Ill., several weeks ago. 
He was first taken ill in January, 1939, 
and had been at his desk only five 
weeks during the period since that time. 

Funeral services for Mr. Gibbs were 
held Wednesday, with his closest busi- 
ness associates and several of the coun- 
try’s leading shoe men as pall bearers. 

Internationally famous as one of the 
country’s outstanding retail shoe men, 
Mr. Gibbs was credited in the trade 
with building one of the largest shoe 
businesses in the country under one 
roof. He was revered by salesmen, 
manufacturers and any who had busi- 
ness dealings with him for his fairness 
and high code of ethics. His fame had 
gone ahead of him to Europe and when 
he traveled there he was never offered 
anything but quality merchandise. 
Quality always came first in all of his 
demands and he always insisted that 
the public be given the best value for 
their money. This did not mean bar- 
gain prices, for Mr. Gibbs believed in 
the ultimate economy of the best in 
Materials and workmanship. He paid 
minute attention to hidden value in 


shoes, such as counters, findings, toe 
boxes and soles. 

Shoes ordered and styled by Mr. 
Gibbs had a definite touch which 
marked them for Field’s in any factory 
in the country. He spent considerable 
time developing children’s shoes that 
would wear longer, and was one of the 
first to adopt sole bottom tips for chil- 
dren’s shoes. He insisted that no mate- 
rial was too good to go into shoes. 

The career of Mr. Gibbs with Mar- 
shall Field & Co. began 45 years ago, 
and he literally worked his way up 
from the very bottom. He got his start 
in the men’s shoe department where he 
attracted the attention of the heads of 
the firm through his supervision of 
work in the custom shoe department. 
This custom shoe department, along 
with a modern repair factory which 
services thousands of pairs of shoes, 
is still operating. From there he went 
into the children’s department and then 
into the women’s. In 1911 he assumed 
complete charge of the entire division. 
Up to that time the shoe division had 
been small, but Mr. Gibbs developed 
it to be a service department to fill 
any shoe requirement. It is one of the 
few shoe departments in the country 
which boasts of being able to supply 
everything in footwear from a bedroom 
slipper to a mountain climbing boot. 


John A. Schaetzer 


BuFFaLo, N. Y.—John A. Schaetzer, 
60 years of age, proprietor of a shoe 
store at 412 Sycamore Street, died June 
21. Mr. Schaetzer was a brother of 
the late Joseph Schaetzer, for many 
years treasurer of the Buffalo Shoe 
Retailers Association and one of the 
veterans of the shoe trade in Western 


The X-Ray 
Shoe Fitter 
enables a 
man to SEE 
that his 
shoes fit 
properly. 


A MAN IS LOYAL 


. .. to the shoe merchant who makes 
special effort to provide for his foot 
health and comfort! X-Ray Fitting is 
visible evidence of such effort,and 
makes the customer a partner in the 
fitting operation. He expresses his 
satisfaction by coming back for con- 
vacwyv, fn ued satisfaction 
7: ...and tells his friends 
about it. Such loyalty 
is profitable. May we 
tell you more aboutit? 


X-RAY SHOE FITTER, INC. 


3533 N. Palmer Street, Milwaukee, Wisconsin 





New York. John A. Schaetzer, orig- 
inally a cigar manufacturer for 30 
years, took over his brother’s store on 
the latter’s death. He was a member 
of the Greater Buffalo Shoe Retailers 
Association and Affiliated Trades. He 
is survived by a widow and three sis- 
ters. The members of the local asso- 
ciation sent a beautiful floral tribute. 


Clifton L. Thornley 


PROVIDENCE, R. I.—Clifton L. Thorn- 
ley, proprietor of a retail shoe business 
operated under that name at 32 Rich- 
mond St., here died recently following 
an operation. He was ill but six days 
and died in Memorial Hospital. 

Mr. Thornley was for nine years em- 
ployed by the Walk-Over Shoe Store 
and then left to open a store of his 
own. He was a 32nd degree Mason and 
a member of several lodges. 

He is survived by his widow. 





Appointed Children’s 
Shoe Manager 


Fort WAYNE, IND.—Miss Ruby Blau- 
velt has been appointed manager of 
the children’s shoe department of the 
Patterson Fletcher Co., here. She is 
widely known in Fort Wayne, having 
had several years’ experience in fitting 
children’s shoes 
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WHITES IN STOCK 


SWEETEN YOUR WHITE SHOE 
PROFITS NOW 


Plenty of current cancella- 
tions for immediate delivery. 
New shoes received daily. 


ORDER 





egu . 
to $10.00 shoes to retail 
at a price. 


M. K. WEIL SHOE CO. 


1326 Washington Ave. 
St. Louis, Mo. 

















Obtains Patent on Heel Brace 


New York—Letters patent have been 
issued by the United States Patent Of- 
fice to Joseph Stapp of Sunnyside, L. I., 
and Ernest Rheinauer of New York 
on a steel heel brace for women’s high- 
heel shoes. 

The brace is designed to prevent the 
gaping of the heel at the back seam and 
also the breaking of the heel breast. 
A hole is bored into the top of the heel 
and into this hole one part of the brace 
is inserted. Projecting from this is 
another part which fits into the groove 
of the shank. The device can be in- 
stalled in an old shoe by a local repair 
man, as well as in new ones in the fac- 
tory. 

Mr. Stapp, the inventor, was a stu- 
dent of shoe designing under Louis 
Feman at the Needle Trades High 
School in New York and was formerly 
employed in a shoe factory. He has 
also done free lance designing. At the 
present time he is employed in the shoe 
department at Hearn’s department 
store. 
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Two Stores in One in Modern Front 





This attractive new front on the recently remodeled Edwin Burge store at Ashe- 
ville, N. C., reflects the trend toward departmentalized setups in modern shoe 


retailing. 


women’s shoes and the other to men’s. 


The front is divided into two sections, the one the left devoted to 


The center section dividing the two 


entrances has a small display unit for the display of a featured style. 





Expect Good Business at 
Buffalo Summer Show 


BuFFALO, N. Y.—Louis Rubin, chair- 
man of the exhibitors’ committee of 
the Shoe Travelers, announced, June 
22, that reservations for the July 21 
and 22 Mid-Summer Shoe Style Show, 
were coming in fast and the prospects 
pointed to a very successful two-day 
exhibit. 





Open Display Unit 
Makes Sales 


A permanent open display of active 
sport shoes in the women’s sport shoe 
section in the Broadway - Hollywood 
store, Hollywood, Calif., is the direct 
means of selling many extra pairs of 
shoes of this character. The Marine 
treatment adds life to the showing, but 
what makes this unit so effective, ac- 
cons to buyer A. E. Schmidt, is that 

store patrons can and do make a prac- 
tice of handling the footwear. The more 
they handle, the more they buy, he 
finds, displays of this na- 
ture abound in the several departments 
under his jurisdiction. 


The committee has selected the Hotel 
Lafayette for the show. The hotel is 
centrally located and fine accommoda- 
tions have been offered the shoe manu- 
facturing companies to show their 
wares to the best advantage. 

“The steadily rising employment and 
generally better business conditions 
should make this show successful in 
sales,” said Mr. Rubin. “Stocks in 
many shoe establishments are low. 
These shoe style shows have shown a 
steadily increasing popularity, each 
succeeding one outdoing its predecessor 
in some particular.” 


Perkins Purchases 
Melchoir Store 


WAUSAUKEE, Wis.—Harry Perkins, 
Crivitz, Wis., has purchased the shoe 
business conducted on Main Street, 
here, for the past 40 years by Peter F. 
Melchoir. 


Ten Points for Advertisers 


New York—Kenneth Goode enjoys 
the reputation of being one of the most 
authoritative writers in the field of bus- 
iness practice. In his latest, of many 
well known books, he elaborates two 
related and timely themes. He shows 
why and how business through its own 
vigorous advertising strategy could add 
enormously to the speed and volume 
of recovery, and, assuming that busi- 
ness will use advertising in a united 
and large way, he sets forth the ten 
points against which the potential effec 
tiveness of advertising should be tested 

This book, published by Harper & 
Brothers, is in effect an appeal to busi 
ness men to overcome defeatism an‘ 
lack of confidence—a call to take th 
business future into their hands and 
create new business by the advertising 
appeals that are by trial and exper 
ence sure to pull purchasing power ovt 
of hiding and into circulation. 
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Resolutions Adopted by 
N. Y. S. Shoe Retailers 


Syracuse, N. Y.—At the convention 
of the New York State Shoe Retailers 
Association held here last week, reso- 
lutions were adopted in memory of the 
late T. Arthur Cohen, of Albany, whose 
death occurred April 16. Besides being 
one of the prominent retail shoe mer- 
chants of the state, Mr. Cohen was a 
former president of the association. 

Other resolutions adopted at the con- 
vention condemned the practice of cer- 
tain large industrial plants in selling 
shoes direct to their employees at prices 
with which retail shoe merchants coulda 
not compete; supported the national de- 
fense program and pledged security of 
positions to employees called to the 
colors for such defense; saluted John 
Slater, chairman of the board of the 
association, who found it impossible to 
be present at the convention; pledged 
continued cooperation and support to 
the National Shoe Retailers Associa- 
tion, welcomed traveling salesmen and 
representatives of the trade publica- 
tions, thanked officers and committees 
for the work of the past year, also the 
convention chairman, Ernest N. Park, 
of Syracuse, who had charge of the 
local arrangements. 


Weather No Deterrent in 
Chicago White Sales 


Cuicaco, ILL.— Whites and white 
combinations now continue to dominate 
retail shoe sales in the Chicago area, 
with sales, despite unfavorable weather, 
comparing in volume with those of last 
year. Although all whites top the sales, 
retailers report more combinations are 
being sold than in other years due 
chiefly to the contrasting versions in 
wedges and other novel heel types. 
Wedges continue to sell in good volume 
in all price ranges and in all heights, 
although the lower type heels are sell- 
ing best. 

Some good promotional material is 
being used by the shops in featuring 
whites. 

Linens in white and combinations 
and in colors, polka dots, multi-color 
stripes and Mexican meshes are also 
figuring in the salon selling. 

Carved wooden heels are also re- 
ceiving considerable customer interest. 


T. W. Lloyd Shoe Buyer 
at Binghamton Store , 


A news item published in the June 
15 issue of Boot AND SHOE RECORDER 
stated that C. D. Moore was shoe buyer 
for Sisson Brothers Welden Company 
department store, located in Bingham- 
ton, N. Y. 

T. W. Lloyd has written the Re- 
CORDER, calling attention to the fact 
that he succeeded Mr. Moore as buyer 
of men’s and women’s shoes last Octo- 
ber, and that he is to continue in that 
capacity. The REcoRDER deeply regrets 


that this error occurred. Mr. Lloyd 
states that the Lear Shoe Co., referred 
to in the item as lessee of the basement 
department, has had no connection with 
the store for the past six weeks. Mr. 
Pipar is buyer of children’s shoes. 


Last Expert Celebrates 
50th Year with Industry 


St. Louis, Mo.—This season Frank 
Martin, veteran last designer, cele- 
brates 50 years of outstanding service 
in one of the most specialized and im- 
portant arts of the shoe business, in 
which he has long been recognized as 
one of the leaders. 

Mr. Martin began his career in Ger- 
many, where he was born, and was later 
associated with the famous house of 
Bally. For the past nineteen years Mr. 
Martin has been designing the lasts of 
the Johnson, Stephens & Shinkle Shoe 
Company, St. Louis, one of the few 
large shoe companies to retain their 
own last designer. Here he has cre- 
ated lasts for the firm’s “Fashion 
Plate” and “Fanchon” lines, and since 
its introduction, the “Rhythm Step” 
line, which has in a short time gained 
a national reputation for fit and style. 

A familiar and well-loved character 
at the annual Shoe Fair gatherings in 
Chicago and known to buyers from 
coast to coast for his continued active 
interest in modern shoe trends, Mr. 
Martin has earned the many-voiced con- 
gratulations that have been reaching 
him from his many friends. 


Issues Book on 


Store Operation 


New YorkK—The 1939 edition of “De- 
partmental Merchandising and Oper- 
ating Results of Department Stores 
and Specialty Stores” has been issued 
by the Controllers’ Congress of the 
National Retail Dry Goods Association. 
The book contrasts typical figures for 
various groups— Department stores 
with annual sales volumes of $500,000 
to $1,000,000; $1,000,000 to $2,000,000; 
$2,000,000 to $5,000,000; $5,000,000 to 
$10,000,000; and over $10,000,000 — 
with the goal figures for these groups. 
Other groups considered are specialty 
stores of various sizes. It is, therefore, 
an excellent means of comparison of 
the efficiency of any one or group of 
stores. Another section deals with sum- 
mary figures of departmental profits 
and losses, newspaper costs, salespeo- 
ples’ salaries and goal figures on these 
last two divisions. 

In addition to the tables of figures 
which comprise the major portion of 
the book, there is a chapter on “Inter- 
pretations and Observations” which 
should be of great interest to any re- 
tailer. 

The book is available from the Con- 
trollers’ Congress, National Retail Dry 
Goods Association, 101 W. 31st Street, 
New York City, at a cost of $5.00 to 
non-members of the Controllers’ Con- 
gress. 


Lively Bidding For Big 
Army Shoe Order 

Boston, Mass.—Ten shoe manufac- 
turers competed in the bidding for con- 
tracts to manufacture 289,752 pairs of 
army service shoes, their bids having 
been opened on June 24 at the Army 
Base in this city. Departing from speci- 
fications which have been adhered to 
in the past, alternate bids were per- 
mitted. Each bidder was asked for a 
bid on service shoes both uppers and 
soles of which are to be sewed with 
linen thread, and for an alternate bid 
contemplating the use of cotton thread. 

Bids and alternate bids were as fol- 
lows: 

Brown Shoe Co., St. Louis—30,000 
pairs (linen thread) at $2.52 per pair; 
30,000 pairs (cotton thread) at $2.485; 
30,000 pairs (cotton thread) at $2.525, 
or 60,000 pairs (cotton thread) at 
$2.50; also an additional 40,000 pairs 
at $2.575. 

Holland-Racine Shoe Co., Holland, 
Mich.—20,000 pairs (linen thread) at 
$2.794. 

International Shoe Co., St. Louis— 
75,000 pairs (linen thread) at $2.51; 
75,000 pairs (linen thread) at $2.57; 
75,000 pairs (linen thread) at $2.63; 
64,752 pairs (linen thread) at $2.67. 
This company’s alternate bid was: 
75,000 pairs (cotton thread) at $2.475; 
75,000 pairs (cotton thread) at $2.535; 
75,000 pairs (cotton thread) at $2.595; 
and 64,752 pairs (cotton thread) at 
$2.635. 

General Shoe Corp., Nashville, Tenn. 
—30,000 pairs (linen thread) at $2.41; 
and 30,000 pairs (linen thread) at 
$2.51, or 60,000 pairs (linen thread) at 
$2.455. Alternate bids were: 30,000 
pairs (cotton thread) at $2.39; and 
30,000 pairs (cotton thread) at $2.49, 
or 60,000 pairs (cotton thread) at 
$2.435. 

Weyenberg Shoe Mfg. Co., Milwau- 
kee, Wis.—50,000 pairs (linen thread) 
at $2.62, or the same quantity with cot- 
ton thread at $2.605. 

Hanover Shoe Co., Hanover, Pa.— 
Three lots of 20,000 pairs each (linen 
thread) at $2.66, $2.71 and $2.76; or 
the same quantities (cotton thread) at 
$2.65, $2.70 and $2.75. 

J. F. McElwain Co., Manchester, 
N. H.—50,000 pairs (cotton thread) at 
$2.62. 

Joseph M. Herman Shoe Co., Boston, 
Mass.—25,000 pairs (linen thread) at 
$2.56; or 75,000 pairs (cotton thread) 
at $2.52; 75,000 pairs (cotton thread) 
at $2.60; and 50,000 pairs (cotton 
thread) at $2.68. 

H. H. Brown Shoe Co., Worcester, 
Mass.—30,000 pairs (linen thread) at 
$2.69; 35,000 pairs (linen thread) at 
$2.74; 35,000 pairs (linen thread) at 
$2.79; or the entire 100,000 pairs 
(linen thread) at $2.73. Alternate bids 
of this company were the same quan- 
tities (cotton thread) at $2.66, $2.71, 
$2.76 or the entire 100,000 pairs at 
$2.70 per pair. 

Endicott-Johnson Corporation, Endi- 
cott, N. Y.—96,000 pairs (linen thread) 
at $2.675. No alternate bid. 
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POSITION WANTED 








Salesman for St. Louis District 


One of the country’s largest manu- 
facturers of children’s shoes is looking 
for a live wire salesman for the city of 
St. Louis and surrounding counties. 
Prefer young man having experience as 
house salesman for some local manu- 
facturer. Give all information in first 
letter. Strictly confidential. 


Address 797, care BOOT & SHOE RECORDER, 
239 West 39th Street, New York, N. Y. 











S ALESMEN WANTED: By shoe wholesaler, 
to carry side line of in-stock staples; Men's, 
Boys’, Ladies’, Children’s. Missouri, Illinois, 
Ar “ Towa, Kentucky, Okla- 
homa, Texas. ress $782, care Boot "& Shoe 
Recorder, 1627 on Street, St. Louis, Mo. 


EXPERIENCED men shoe salesmen for terri- 
tories in South, Southeast, Middle West, 
Western Pennsylvania, Ohio and ‘: ok wor 

and $5.00 retailers. Address vi- 
sion, John E. Lucey Shoe 8 ymouth riddle 


horo, 


SALESMEN wanted. All territories—side-line, 
new sensational plastic metatarsal support. 
Liberal commission. Write $800, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. ¥ 


SALESMAN WANTED—+to handle fast line 
of Ladies’ Novelty Shoes $6.75 to $7.75 re- 
tailers. Can be carried with non-conflicting 
line. Commission basis. Southern and_ Coast 
territores open. Address $799, care Boot 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 


S ALESMEN Calling on Children’s Shoe De- 
partments to carry nationally complete 
dance shoe line as side line. Address $796, care 
Boot & Shoe Recorder, 209 So. State Street. 
Chicago, Illinois. 


SALESMEN wanted in Florida and Gonsgie, 
North and South Carolina, Ohio and 
York State to sell Men’s and Women’s Welt-O- 
Pedic Shoes (in-stock) AA to EEE—retailing 
« $3 to $4. Also Growing Girls’ S Men's 

Boys’ shoes retailing at $2. y men with 
well established trade and able to produce vol- 
ume need apply. Give _, supemare-050, 
experience, lines represented ae 
count against commissions. x Meltzer, 28 N. 
4th St., Philadelphia, Pa. 


[ N-STOCK line Children’s and Misses’ all- 
leather Goodyear welts and Growing Girls’ 
welt saddle oxfords in all widths for a side 
line. Li commission. peretagiee 2 
New _ ~ except Connecticut; k 
State; ersey; Pennsylvania; ne 
and Ohio. Address $789, care Boot & Shoe 
as el 239 West 39th Street, New York, 























[* YOU HAVE ability personality and experi- 

ence to qualify for eloped itory Mis- 
sissippi and Alabama, men’s fine shoes $5 to 
$12, write Sales M: $795, care Boot & 
Shoe Recorder, 239 est 39th Street, New 
York, N. Y., giving outline previous connec- 











SALESMAN WANTED for established terri- 
tory in Florida a: Applicant should 

be between 30 and 40 and have needed experi- 
coed to ably represent manufacturer of men’s 
uality line "37:30 50 to $10. Address $790, care 
Boot Shoe aA, 239 West 39th Street, 
New York, we 


O=LAROMs - KANSAS TERRIT oO RY 

Represent manufacturer men’s fine 
yt. 1636 to $12.50. Prefer high type man 
about 35, experienced, with following. Write 
fully, giving experience, lines handled, annual 
shipments, why change desirable, sending recent 
ee if possible. ddress $787, care Boot & 
er ae ele 239 West 39th Street, New 

ork, } ; 








Experienced Salesmen 


The manufacturer of a high grade line 
of Sbicca shoes for young women is 
shortly coming out with a specialty 
line of Sbicca shoes to retail at $6.50. 
Give full details in your first letter. All 
applications will be kept strictly confi- 
dential. Preference given to salesmen 
who have established following in the 
territory. 


Address 704, care BOOT & SHOE RECORDER 
239 West 39th Street, New York, N. Y. 











XPERIENCED salesmen to carry children’s 

and ladies’ $1.00 retailers’ soft sole slippers. 
All territories open. References and territory 
covered in first letter. Address $805, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y 





LINE WANTED 


Public Relations, Public- 
ity, Sales Promotion and 
Advertising Manager now 
available. This young man 
has a wide acquaintance in 
the shoe business. Both 
retail and manufacturing 
contacts on a very broad 
scale, backed by interest- 
ing experience. 
Address #793, Care 

BOOT & SHOE RECORDER 


239 West 39th Street 
New York, N. Y. 








FORMER SHOE MANUFACTURER, 
who sold the output of his factory to 
the volume and chain trade, is looking 
for connection with a reliable factory 
in this field. Have close contact with 
the largest buyers in the country. 
Address 801, care BOOT & SHOE RECORDER 
140 Federal Street, Boston, Mass. 











LINES WANTED: Former retail shoe mer- 
chant, age 40, wants to represent well-es- 
tablished houses in Chicago and nearby territory. 
Children’s and Growing Girls’ lines preferred 
but mot necessary. Have the confidence and 
ability to obtain and hold business. No side 
lines. Address $785, care Boot & Shoe Recorder. 
209 South State Street, Chicago, Illinois. 


E*zearenceo shoe salesman, long estab- 

in the wholesale shoe market, desires 
a oa line of men’s, women’s and children’s 
shoes for Central and Northern New York State 
and Vermont. Best references. Address $802, 
care Boot & Shoe Rs ee 239 West 39th 
Street, New York, . A 


oy oe well known jobber twelve years, 
New York vicinity. Berg, 1646 Weeks 

y@.-... New York. 
I CAN GIVE YOU 

Retail Experience 
Merchandising Ideas 
Executive Ability 
A Successful Children’ s Shoe Department 
I have had 20 youre < Se in retailing chil- 
dren’s shoes and to design them, how 
to fit them and = to sell them. I am now 
employed. Address $803, care Boot & Shoe 
as all 239 West 39th Street, New York, 

















S HOE BUYER: Interested in developing 
children’s shoe business for department store, 
independent or chain. Ten years’ experience 
Age 34. Prefer West or Middie West. Address 
$791, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 


XPERIENCED retail store man who has 
made a life’s study of the correct fitting of 
shoes and is regarded as an authority on that 
subject is desirous of getting connected with 
some high-grade store handling medium 
grade and high grade shoes. Perfectly com 
— to act as manager or expert salesman 
ery best of references will be supplied. For 
further information Address $786, care Boot 
. - meen, 239 West 39th ‘Street, New 
or 








LINE WANTED 


SS with established clientele in New 
Jersey desires line of popular-priced chil 
dren’s, boys’ or women’s spectator shoes t 
supplement present line. Excellent references 
experien@éd, travel by car, and commission 
Address $804, care Boot & Shoe en 23 
West 39th Street, New York, 














address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini- 
75 cents. For all other classified advertisements the rate is 7 cents per word. M 
number is desired twelve words should be added for the address. In all other cases each word of the 


inimum charge, $1.25. 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 


in advance. 
page must be in our New York office on Friday of the week preceding publication. “™® 
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FOR SALE 


WANTED TO PURCHASE 


MERCHANTS’ NEEDS 





FOR SALE: Established shoe business in one 
of the best and fastest growing cities in 
Florida. Near large Naval Training Station 
and U. S. Army Post, where extensive improve- 
ments are being made. Large all-year-round 
pavroll unaffected by weather; agricultural or 
industrial conditions. Payrolls will greatly in- 
crease upon completion of improvements. Ex- 
cellent location for local and transient trade. 
Low rent which includes heat, water and elec- 
tric current for all purposes. ie sell out- 





WE BUY 
8u Wholesale and Retail 
randed Shoes such as 
rsheim, Enna-Jettick, Vital- 
° b . Quality, Boe 
tonians, Stetson, Red Cross. Nunn-Bush, Etc. 
IRVIN BUBSIN 


a 
89 Reade st. r. Church 
Phone Barclay 7-7887. New York City 








right or interest to one pable o g 
management, as present owner has other inter- 
sts demanding his attention. Address $798, 
are Boot & Shoe = Ae 239 West 39th 


7 


Street, New York, N. Y. 


OR SALE: Shoe business established 35 
years handling Men's, Ladies’ and Children’s 
Shoes. Selling because of poor health. Ad- 
iress $792, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 








FOR LEASE 





SHOE STORES WANTED 
FOR CASH 


retailing men's, women’s shoes from $6.50 
and up having short term leases. 
Write in confidence to 
A. L. BARIS, Pres. 
BARIS SHOE CO., INC. 
79-81 Reade St., New York 
unusual references on request. 








T? LEASE: Modern store, thriving small city, 
occupied by successful shoe store fifty years. 
Address $788, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





FOR RENT 


IAMI, Florida—For Rent ideal location for 
Shoe Store, 18 x 50 on Flagler Street. 
L. Lober (owner), 30 Broad Street, New York. 








PATENT ATTORNEY 











Consider Rebuilding 
Vulcan Plant 


ROCHESTER, N. Y.—Consideration is 
being given to rebuilding the plant of 
the Vulcan Heel Corporation at Clyde, 
N. Y., in which 18 firemen were injured 
and $50,000 property loss sustained in 
a fire and explosion on Tuesday, 
June 11. 

H. W. Darragh, general works man- 
ager and Frank Allen, sales manager, 
of the Vulcan corporation, went to 
Clyde to make an investigation and de- 
cide on a course of action. 

Accompanied by Mayor Harry C. 
Bray and Clyde Chamber of Commerce 
officials, they inspected possible sites 
for a new factory. Because the peak 
of the season is approaching, a num- 
ber of employees were sent to the 
Vulcan plant in Binghamton to aid in 
getting out work. 

The investigation of the fire led to a 
conclusion that it was caused by an or- 
dinary electric light bulb which was not 
& vapor proof light and is thought to 
have some in contact with celluloid and 
other inflammable material which ex- 
= while firemen were fighting the 


Both Mr. Darragh and Mr. Allen, 


Buyers of Surplus Stocks 


We will buy surplus or entire stecks of shoes 
from manufacturers, jobbers or retailers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 
106 Duane St. New York 
Phene WOrth 2-5377 and 5378 





Mexican Huaraches 


For SPORT or HOUSE WEAR 


Only Zapotec Mexican Indians weave our 
sturdy, comfortable, smart looking flat heel 
huarache from strips of steerhide leather. Do 
not confuse this shape-holding huarache with 
similar imitations. arkings in the leather 
are quaint designs and every pair has differ. 
ent weave designs. 

SIZES FOR MEN, WOMEN, AND GIRLS 

COLOR: Natural beige steerhide. 

PRICE: $1.35 per pair net, F.O.B. Hous 
ton. Due to low price for this quality all 
orders and sample orders are cash or C.0.D. 
Sample pairs on request. Price subject to 


change without notice. 
IMPORT 


JOSE company 


P. O. Box 2201, Houston, Texas 











BUYERS OF 


MANUFACTURERS—RETAILERS 


BARSH & CEASAR 
14 8. Third St. Philadelphia, Pa. 
Phone Market 9139 














HOTELS 








WHERELL WE STAY IN ST. LOWIS ?| 








Hotel ‘Lennox 
DOWNTOWN, GOOD PARKING, 
REAL FOOD AND SERVICE. 











whose headquarters are at Portsmouth, 
Ohio, paid personal visits to Charles 
Meade, most seriously injured of the 
firemen, as well as others of the in- 
jured, thanked them for what they had 
done and praised the bravery of their 
efforts. 


Prohibit Merchandise 
Donations 


PROVIDENCE, R. I.— Because of ex- 
tremely numerous solicitations from 
business houses, the Retail Trade Board 
of the Providence Chamber of Com- 
merce had adopted a policy of prohibit- 
ing member stores from making dona- 
tions of merchandise or cash for prizes, 
purchasing tickets, advertising in pro- 
grams or loaning merchandise. It also 
requires that proposals for displays or 
space in outside shows or exhibits be 
referred to the Chamber’s Public Re- 
lations Committee. 





ELL YOUR WEDGIES 
ith the NEW 7ij2toe DISPLAYER 


Perfect for playtime wedgies this Sum- 
mer. Ideal for heel emphasis for Fall. 

Another new Charles Henry Brown de- 
velopment to sell more shoes with the 
right display. 

Available in nickel or white lacquer 
finish. 

This newest, smartest display fixture 
is only $3.00 per dozen, sample 50 cents 


For immediate action, write: 


CHARLES HENRY BROWN 


& SON, INC. 
47 WEST 34th ST., NEW YORK CITY 

















Well Known Minneapolis 
Store Holds Liquidation Sale 


MINNEAPOLIS, MINN.— Facing the 
probability that renewal of its lease 
may be held up at the expiration of its 
present rental contract on September 
1, the Standard Clothing House, lo- 
cated in the heart of the Minneapolis 
loop at Nicollet and Sixth Streets for 
the past 35 years, has begun liquida- 
tion of its entire stock. John Sirois is 
head of the shoe department. He has 
been with the firm for 20 years. 

The store was closed for three days 
in order to prepare for the liquidation 
sale which will continue to September 
1, after which time plans are indefinite. 
Announcement of the liquidation came 
as a surprise to loop merchants. 











